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ABSTRACT 
A research project is reported covering the background to the research, a 
literature review, which traces the history of consumer decision making and 
identifies a suitable contemporary framework and the two stages of the 
empirical study. 
The objective of stage one, the development stage was to establish the 
preliminary case for the existence of styles of purchasing. A developmental 
study is reported which shows how Q-test methodology can be used to 
establish the existence of styles of purchasing which are then identified and 
categorised. 
The refined material obtained from the development stage was used in the 
first of two postal surveys in stage two to explore and confirm the initial 
findings from the development stage. The findings of this stage indicated the 
existence of four styles of purchasing. These key groups and identified 
variables form the basis of survey two. 
Survey two objectives were to explore and confirm the existence of the 
developed styles of purchasing along with the establishment of research 
materials to test for the existence of economic and psychological cost 
benefits in relation to holiday purchase decisions. The findings indicate the 
existence of styles of purchasing together with economic and psychological 
factors, which form a part of the decision-making process that consumers 
carry out when purchasing a holiday. 
A model is suggested which illustrates these dimensions and the implication 
this aspect of behaviour has for consumers in a hospitality and tourism 
context. The theoretical and managerial implications of the findings are 
discussed. Strengths and limitations of the research design are reviewed. 
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Chapter One Introduction 
1.1 Preamble 
The research sought to investigate styles of purchasing and relate these to 
actual purchase behaviour within a hospitality context. 
The initial rationale for undertaking the study was the author's intuitive 
belief in the existence of styles of purchasing as an element of the 
decision making process within consumer behaviour. The concept was 
seen as related to economic and psychological aspects connected with 
buying decision processes. It represents a fundamental approach to 
categorising the way people behave and as such has profound messages 
for the marketing of products and services. The initial challenge facing the 
author was to explore the basis for the existence of styles of purchasing. 
Previous research has presented influences on the buying decision 
process such as demographic variables, perception and advertising. An 
extensive survey of the literature was undertaken to determine whether 
the concept had been the focus of any research. The decision making 
process and influences upon it have been extensively reported, however 
these did not relate to any notions of styles of purchasing, but they do 
point towards possible parallel topics such as customer profiling, lifestyles, 
and psychographics_ The component parts of these were examined in an 
attempt to see where styles of purchasing could be located and what 
elements they might contain. 
Styles of purchasing were thought to depend more on psychology than 
lifestyles and have little to do with disposable income. The related aspects 
were seen as being attitudes towards spending, saving, and cost benefits. 
These attitudes when identified would assist in establishing the concept. 
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There are individuals who enjoy shopping and spending which for some 
serve the purpose of what has been labelled 'retail therapy', at its 
pathological extreme is the shopaholic. There are others who are 
interested in conspicuous consumption and yet another group, the 
innovators, who strive to be the first in their set to acquire newly launched 
products. 
It might be argued that advertising and the media may influence styles of 
purchasing. For example the increasing number of so-called `lifestyle' 
programmes on television might be considered to encourage spending. 
These however represent external influences whereas styles of 
purchasing are seen as largely internal and thus not subject to such 
influences. 
Over the last thirty years credit has become readily available in the form of 
credit cards that encourage a `buy now pay later' mentality. One aspect of 
styles of purchasing might be attitude to credit, with some consumers 
choosing to live at the limit of their credit and others paying their credit 
card bill in full every month or eschewing the very idea of credit cards. 
What might be regarded as the reverse side of styles of purchasing is the 
approach to saving. The propensity towards saving, like the propensity 
towards spending, has extremes and is not directly related to income. 
Whilst the form of saving tends to vary with changes in interest rates, the 
desire to save in one form or another remains the same. 
All these elements were considered to be fundamental aspects of styles of 
purchasing. However as it was not known whether the concept exists, the 
project employed a graduated methodology to progress towards a working 
definition of the concept, a typology of styles and an exploration of links 
with both psychological and economic cost benefits. 
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A typology of styles of purchasing was sought to reflect what the author 
saw as a continuum with profligate at one extreme and frugal at the other. 
An intermediate style of purchasing is the cost benefit style. There are 
consumers who evaluate any costs and benefits when they make any 
purchasing decision. They weigh up the associated cost and offset these 
against the resulting benefits. 
Having constructed the typology, plans were made to test it though an 
empirical study. Whilst a number of theoretical frameworks are available to 
explain consumer decision making in a variety of contexts, published 
empirical research concerning the purchasing of a hospitality product is 
scant, thus the study used a hospitality context as its setting. 
This introductory chapter is divided into five sections. Following this 
preamble section 1.2 gives an outline of the thesis; section 1.3 gives the 
background to the research including the context in which it is set and an 
overview of the literature review. The research proposal including 
rationale, research questions and the structure of the study forms section 
1.4. Finally a summary of the chapter is presented in section 1.5 
1.2 Outline of the thesis. 
The thesis is presented in six chapters. This chapter introduces and lays 
the foundations for the research. It presents the background to the 
research outlining the broad field of study before moving on to the topic 
area where the research was conducted. The context in which the 
research was set is presented together with a brief overview of the 
hospitality and tourism sector and a working definition as to what 
constitutes a holiday. 
Chapter two takes the form of a review of the literature undertaken as part 
of the research and the research questions, which arose out of that 
literature review 
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Chapter three presents the research methodology employed in the two 
stages of the research. It covers in detail the development stage of the 
research which used Q-methodology to meet the objective of that stage 
which was to establish the preliminary case for the existence of styles of 
purchasing. The research methods utilised for the second stage of the 
research; two postal surveys, are presented in the second section of the 
chapter. 
Chapter four takes the form of an analysis and interpretation of the 
findings obtained from the two postal surveys and seeks to link them with 
the literature presented in chapter two. 
Chapter five presents a fabricated model and discussion of how the two 
components from survey two: the styles of purchasing and the 
psychological and economic cost benefit aspects could feature in holiday 
purchase decisions. The influences of demographic variables are also 
considered in this chapter. 
Chapter six takes the form of a discussion of the implications of the 
findings of the research and self critique along with conclusions and 
recommendations. 
1.3 Background to the research. 
1.3.1 Consumer behaviour 
The author is of the opinion that styles of purchasing exist within 
consumers and these styles of purchasing have specific psychological and 
economic characteristics which can be identified and measured as part of 
consumer behaviour and the decision making process. 
Survival and growth of an organisation requires accurate knowledge about 
consumers, how they buy, why they buy, where they buy as well what they 
buy. Considerable interest has been expressed in using the behavioural 
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sciences, especially social psychology and sociology to understand 
customers. 
Consumer behaviour is a process of learning (Foxall 1980); it is modified 
according to the consumer's past experiences and the objectives they 
have set themselves. It involves cognition, perception and learning. It also 
embraces motivation, attitudes, beliefs, and values. - 
In this study the background of consumer behaviour, decision-making 
process, psychology and economic factors were investigated in order to 
establish the extent to which these factors affect buying behaviour and 
thereby characterise consumers. 
Psychological and economic aspects are not the only areas of study 
associated with consumer behaviour there are also social and cultural 
aspects. For the purpose of this research they will not be considered in 
any great detail, however any study of consumer behaviour cannot ignore 
these areas totally. 
1.3.2 Styles of Purchasing 
This research defines styles of purchasing as characteristics which can be 
identified and categorised in consumer behaviour which when measured 
are used to provide an indication as to the way consumers are likely to 
behave in the act of purchasing. 
Where does this idea originate? The author is aware of the existence of 
the number of factors that influence consumer behaviour. These factors 
have been researched and reported on widely and it was to these sources 
that an exploration was undertaken- 
The author is also aware that there have been numerous studies which 
have attempted to categorise consumers by means of a number of criteria. 
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These criteria fall under various headings. Among these are; 
segmentation, personality and motivation, lifestyle, psychographics, 
demographics, profiling and Mitchell (1983) VALS 
The literature offered several opportunities to classify purchasers. One 
such approach is based on consumer's readiness to purchase items that 
are new to the market, this is known as the Diffusion of Innovation Model 
(Rogers 1983). The Diffusion of Innovation model was not applicable to 
this research as it related specifically to the product life cycle. 
Others are based on personal values, (Taylor Nelson Monitor cited in 
Buhle 1994) or lifestyles (McCann Erickson cited in Morden 1987). 
Segmentation is the process of dividing the total market into relatively 
homogenous groups based on factors such as demographics, 
psychological characteristics, location or perceived product benefits. 
Aspects of Values and Lifestyle (VALS) were developed by Mitchell (1983) 
as a classification scheme that assigned people to one of nine VALS 
segments. Values in this instance refer to individual's beliefs, hopes, 
desires, aspirations and prejudices. As a concept VALS represent a link 
between the personality orientation of psychology and the activities of 
lifestyles. 
Clues to a person's lifestyle can be gained mainly from behavioural 
questions such as interests, sports, hobbies, and activities as well as, 
family situation, occupation income and basic demographics, ownership of 
products and brand consumption. This lifestyle segmentation is usually 
applied to individuals or groups of individuals. 
A rich base of the application of personality and motivation theory exists in 
the area of purchasing, brands and attributes. Personality and motivation 
theory has been applied to preferences, choices and purchasing 
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numerous products and services. Consumers can be characterised by a 
profile in terms of their values, motives and personality traits. 
Psychographics is the art of determining the perceptions, attitudes, drives, 
feelings and preferences of customers. It understands what they think, 
what motivates them, and what determines their behaviour in their 
purchase decision process. Gunter and Fumham (1992) considered 
psychographics segmentation as a means of dividing up customers into 
segments for specific products by behavioural and attitudinal criteria. 
Lifestyle segmentation is an examination of the relationship to the impact 
on consumer behaviour of decision making, purchasing habits, and 
changing values. The increasingly important topic of lifestyle market 
segmentation has been discussed by many authors. Michman (1991), and 
Kotler et al (1996) dealt with the concepts of marketing segmentation; the 
range of marketing differences; topics related to strategies, group 
dynamics, purchasing characteristics and targeting markets together with 
purchasing behaviour and changing values as they pertain to lifestyles. 
As businesses have grown to realize that the success of operations is 
more and more dependent upon an adequate knowledge of consumer 
behaviour, the importance of lifestyle market segmentation has increased 
steadily. Lifestyle market segmentation is viewed as just one aspect of an 
overall marketing plan. Methods for cultivating these markets through 
lifestyle segmentation strategies are discussed in the literature. 
Geodemographic segmentation is segmenting potential customers into 
neighbourhood lifestyle categories. It combines geographic, demographic, 
and lifestyle segmentation. Bases for demographic segmentation are age, 
gender, income, ethnic background and family life cycle. Slight (1993) 
provided numerous examples of how to use geodemographic and lifestyle 
segmentation in organisations. 
14 
While these classifications cited above have proved to be valuable in 
categorising consumers in other studies and readily applicable to a 
hospitality and tourism context, for the focus of this study of consumer 
attitudes they were deemed inappropriate. 
This research defines styles of purchasing as characteristics which can be 
identified and categorised in consumer behaviour which when measured 
are used to provide an indication as to the way consumers are likely to 
behave in the act of purchasing. 
The typology which this research sought to establish was to classify 
characteristics of consumers' buying behaviour taking into account their 
attitudes towards spending, saving and cost benefits. 
1.3.3 Hospitality and Tourism Context 
Some of the authors who seek to describe this dynamic constituent of the 
service economy make the distinction between welfare and commercial 
sectors (Buttle 1994, Holloway and Plant 1988, Roberts 1993, ). Others 
distinguish between public and private sectors (Medlik 1994). However 
notwithstanding these distinctions there is a wide range within these 
categories and the products offered by the industry. 
Due to the diversity of elements which combine to make the product in the 
accommodation sector of the hospitality industry, it is difficult to identify 
which of these elements contribute most to impacting on consumer 
behaviour. For this study initial questions were asked in relation to 
staying in a hotel, frequency and purpose of stay. 
1.3.3.1 Tourism and Holidays 
It was necessary to present a definition of a holiday for this research 
setting. This context was chosen as it was an area previously overlooked 
as indicated by the literature review. In choosing the context the author 
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was left with the problem of defining what was meant by a holiday. Various 
works on the subject of tourism were consulted in order to establish a 
satisfactory working definition; among them were Chadwick (1994), 
Middleton (1994), Mill and Morrison (1992), Witt and Moutinho (1994) and 
the British Tourist Authority (1990). 
According to Medlik and Middleton (1973) and Wahab et al (1976) the 
tourism product covers the complete experience from the time of leaving 
home to the time of return. It is a package of tangible and intangible 
components based on activities at a destination. This package is seen by 
the tourist as the overall experience and is widely accepted as defining the 
tourism product. 
The definitions of tourism, travellers and tourists recommended by the 
Ottawa Conference of the World Travel Organisation (WTO) cited in 
Chadwick (1994) were considered for this research. Travel Terminology 
for International Tourism also cited in Chadwick (1994) describes a 
holidaymaker as a tourist who remains in a country or place for more than 
a certain number of nights or days. 
The United Kingdom Tourism Survey (UKTS) cited in Chadwick (1994), 
measured trips away from home lasting one night or more, taken by 
residents for holidays or visiting friends and relatives. In its findings the 
UKTS distinguished between holiday trips of short (1-3 nights) and long (4 
or more nights) duration. The British Tourist Authority identified five 
different types of visits: holiday independent, holiday inclusive, business, 
visits to friends and relatives and miscellaneous (BTA 1990). 
Taking an overview of the definitions of all these authors, a working 
definition as to what was meant by a holiday for the purpose of this 
research was composed: 
Travel which is either domestic or international, for the 
purpose of pleasure, including recreation, sightseeing, eating 
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out, and secondary activities such as visiting friends or 
relatives, and shopping. 
The wording of some of the questions used in the study was intended to 
indicate that a holiday of more than three or four days' duration was the 
context of this research. 
1.3.3.2 Buying decision process in the hospitality industry. 
Choices in the hospitality and tourism industry are made in accordance 
with various decision making models. Factors influencing the decision 
include past experience, location, price, promotional messages, facilities, 
service level, quality of food, atmosphere and image. A comparison is 
made between available options leading to a decision on acceptability or 
unacceptability. Post-purchase evaluation involves an informal, and 
possible additional formal, measure of satisfaction with every aspect of the 
provision. 
Lewis's (1984) research demonstrated the relative significance of 66 
criteria in hotel selection. Included were accommodation, ambience, 
cleanliness, location, parking, price, quality, quality of food, quiet, security, 
service and sports facilities. That research concluded that different criteria 
became important as the purpose changed. 
As the hospitality industry becomes more competitive, not only from within 
but from external businesses pursuing consumer spending, it needs to be 
constantly aware of those consumers' needs and requirements. These 
needs are distinctive not only to the individual consumer but, because of 
its diversity, to the hospitality industry itself. Understanding the consumers 
and their decision making process will assist the hotelier in making use of 
an essential dimension of marketing. 
Operators in the hospitality and tourism industries and those providing 
accommodation in particular should be aware of the differing elements 
which contribute to understanding consumers and their behaviour. It is 
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only through this understanding that they can compete effectively in this 
highly competitive industry. Effective use of this knowledge will enable 
them to develop competitive marketing strategies. 
Knowledge of consumer behaviour, the buying decision process they 
undergo in relation to hotel accommodation and holidays and matching 
this product to meet consumer requirements is essential for an 
organisation's marketing strategy. Limited knowledge or understanding of 
any of these components will result in ineffectual implementation of all 
elements of the marketing planning process. 
An imperative for operators in the hospitality and tourism industry is to 
identify their customers and the variety of influences that contribute to their 
behaviour. It is a further requirement that they understand the decision- 
making process consumers go through. Some decisions involve only one 
decision-maker while others involve a number in a variety of roles namely 
initiator, influencer, decider, buyer and user (Brassington and Pettit 2000, 
Kotler et all 996). 
Another requirement is to understand the dimensions of the product in the 
hospitality and leisure sector industry. Due to the complexity of the 
consumer and the diversity of elements which combine to make the 
product in the hospitality and leisure industry it is difficult to clarify which of 
these elements contribute most to consumer behaviour. 
1.3.4 Literature reviewed 
The objective of this research was to investigate the existence of the 
concept of styles of purchasing and explore the relationship, if any, 
between styles of purchasing and the influence of psychological and 
economic cost benefits on holiday buying decisions. 
To address this initial objective a review of the literature was conducted in 
various areas. These areas were marketing, consumer behaviour, 
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decision-making, psychological and economic cost benefits and holiday 
buying decisions. 
That literature review revealed material on marketing including the works 
of the following authors: Adcock et at (1993), Bursk (1962), Baker (1994), 
Dibb et al (1994) and Kotler (1988). This provided the background on 
which this research is founded. However due to the vast amount of 
material on the subject of marketing it had to be narrowed down in order to 
uncover what lay at the heart of this study. 
Building on this foundation, the structure of the research was informed by 
investigating the topics of consumer behaviour and decision-making. Thus 
another selection of authors' works was examined among them were 
Assael (1987), Britt (1966), Chadwick (1994), Chisnall (1997), Engel et al 
(1968), Foxall (1980), Howard and Sheth (1969), Schiffman and Kanuk 
(1983), Solomon (1996) and Williams (1982). 
Psychological and economic aspects of consumer behaviour including, 
attitude were discussed by reference to the following authors: Ajzen and 
Fishbein (1969), Allport (1935,1968), Deaton and Muellbauer (1980), Earl 
(1986) and Katona (1975). 
Another part of the literature review centred on a group of authors who 
covered the application of consumer behaviour in hospitality and tourism: 
Burkart and Medlik (1974), Buttle (1994), Holloway and Plant (1988), 
Kotler et al (1999), Lewis and Chambers (1995), Lumsdon (1997), 
Middleton (1994), Witt and Moutinho (1994). These authors presented and 
applied broad marketing concepts to this particular sector of the economy. 
With so much material available on marketing, consumer behaviour, the 
decision making process and their application to hospitality and tourism, it 
was surprising to discover that little work had been conducted and 
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reported on styles of purchasing and attitudes in tourism and hospitality. 
This research attempts to address that deficit. 
1.4 Research Proposal 
1.4.1 Rationale for undertaking the research. 
This study has been undertaken for a number of reasons, in particular the 
researcher's interest in the subject of marketing and consumer behaviour, 
and the application of decision making theory to the hospitality and tourism 
sector of industry. 
There are various perspectives providing support for undertaking this 
study: the academic argument, advancement of understanding of 
consumer behaviour and decision making and the need of hospitality and 
tourism providers to invest in market segmentation, targeting and 
customer retention. 
Central to the existence of the discipline of consumer behaviour is the 
ability to explain consumer action. According to East (1997), researchers 
seek to explain how and why people do things to explain antecedents and 
motivation of consumer action. The literature review revealed a lack of 
empirical studies which are able to establish relationships to consumer 
attitudes and styles of purchasing in consuming a hospitality and tourism 
product. A second gap in the literature is studies of psychological and 
economic cost benefit and the hospitality and tourism consumer. Without 
empirical studies of this nature it is impossible to build generalised theory 
of consumer behaviour in hospitality and tourism. 
The size and contribution of the hospitality and tourism market in the UK is 
well documented (Key Note 2000) (Appendix 1). Tourism is one of the 
largest industries in the UK, worth approximately £74 billion in 2001 and 
supporting around 2.1 million jobs. With such a large market it makes 
sound commercial sense to suggest that if operators of hotels and 
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providers of holidays in the UK know about consumer behaviour and 
decision making in particular, they will be in a better position to satisfy their 
needs and wants. If it is recognised that styles of purchasing exist and 
consumers can be profiled and categorised into identifiable segments then 
it follows that these segments can be targeted with a customised product 
or service and effective communication used to reach those target 
markets. 
1.4.2 Formulation of Research Questions 
The main objective of this work was to establish styles of purchasing and 
whether these styles could be linked to consumer behaviour. In order to 
identify this relationship a number of sub-hypotheses were also necessary. 
A secondary objective was to understand the types of psychological and 
economic decision processing being undertaken by consumers in 
purchasing a tourism product. 
These objectives of the research were expressed in the research 
questions, which provide the framework for the project. 
These questions were: 
What are styles of purchasing? 
Do they exist and can their existence be confirmed? 
If they exist, where are they located? 
Does style of purchasing vary with demographic factors? 
What economic and psychological factors contribute to cost benefits 
analysis? 
These questions provided outline objectives for the methodology, which 
were: 
How can a typology of purchasing be developed? 
Assuming the purchase decisions are cost /benefit decisions, can styles of 
purchasing be measured by cost /benefit behaviour? 
What economic and psychological factors take part in cost/benefit 
analysis? 
In order to operationalise the idea, the study began with the assumption 
that what the researcher termed 'styles of purchasing' was a concept that 
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could classify individuals. This concept was defined in terms of the attitude 
to spending, saving and cost benefits. It is important at the outset to state 
that what was being measured by the methodology was not value for 
money per se. 
1.4.3 Models of men 
Schiffman and Kanuk (1994) considered several `models of man' that 
depict consumer decision making in distinctly different ways. They are 
economic man, passive man, cognite man and emotional man. 
Economic man makes rational decisions. To behave rationally in economic 
terms a consumer would have to be aware of all available alternatives, be 
capable of ranking these and then identify the best alternative. This being 
the case it is difficult for consumers to make totally rational decisions. An 
economic model is often rejected as to idealistic and simplistic. 
Passive man is basically submissive to the self-serving interests and 
promotional efforts of organisations. Consumers are perceived as 
impulsive and irrational purchasers. 
Cognitive man portrays the consumer as a thinking problem solver. The 
cognitive model focuses on the process by which consumers seek and 
evaluate information about products and services. 
The final model of man is emotional man, likely to be associated with deep 
feelings or emotions. This model captures the essence of an ordinary 
consumer between the extremes of the economic and passive models of 
man. 
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1.4.4 Structure of the research 
The methodology flow chart (Figure 1) shows how the study was 
conducted, the objectives of each stage, the research methodology, 
sample studied, data analysis and outcome of that analysis. This is 
discussed in detail in the methodology chapter. 
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Figure 1 Methodology flow chart 
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The research was conducted in two stages. The purpose of stage one, the 
development stage, was to establish the preliminary case for the existence 
of styles of purchasing and construct a typology of styles of purchasing. In 
order to create a typology it was necessary firstly to determine what the 
typology was to describe and what terminology was to be employed. The 
typology was based on characteristics of consumers' buying behaviour. 
The terminology needed to fulfil the requirement of capturing valuable data 
while being easily understood by the subjects involved in the research. 
Stage two took the form of two surveys: survey one was to confirm the 
existence of these styles of purchasing, survey two was to establish the 
existence of economic and psychological cost benefits in the consumer 
decision making process relating to the purchase of a holiday. 
The two stages of the research used different methods. The stage one, 
the development stage used a series of Q-tests, a qualitative method. 
Stage two, used a quantitative method, postal survey which provided data 
suitable for statistical analysis. 
1.4.5 Synopsis of Findings 
The development stage established the existence of five styles of 
purchasing. These five typologies were transferred to stage two survey 
one to confirm their existence in a larger population. 
This survey supported the existence of only four styles of purchasing. 
These were carried forward to the second survey that sought to explore 
the relationships between these styles of purchasing and economic and 
psychological cost benefit factors in order to establish whether these 
elements featured in holiday purchase decisions. The findings from this 
second survey were inconclusive. However the research material used 
and data obtained is presented in chapter five Model Building, as a 
theoretical model, which could form the framework and basis for further 
research in this area. 
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1.5 Summary 
This chapter has introduced the research project and has sought to place 
it in the context of both the study of consumer behaviour and the study of 
the hospitality and tourism industry. The preamble offered a background 
and justification for the study of the concept of styles of purchasing. The 
chapter continued with a preliminary overview of the literature relating to 
consumer behaviour providing an overview of theories and previous 
research studies relevant to this study. The research objectives and 
questions were stated together with an outline of the structure of the 
investigation. An overview of the stages of the research was presented 
with supporting rationale. The next chapter takes the form of a literature 
review which focuses on consumer behaviour, decision making and 
psychological aspects associated to the decision making process before 
applying them to hospitality and tourism. 
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Chapter Two Literature Review 
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2 Literature Review 
2.1 Introduction 
This chapter presents an overview of the aims of the research and reviews 
literature on each of the key topics. The concept that there are styles of 
purchasing existing within consumers' psyches, which provides an 
indication as to how consumers are likely to behave. This chapter will 
concentrate on models of consumer behaviour and the decision making 
process and the influences on that process with emphasis on 
psychological and economic determinants. 
2.2 Aim of the research 
The aim of this research was to confirm the author's belief that styles of 
purchasing can be captured within the wider context of consumer 
behaviour. The basis for styles of purchasing are consumer characteristics 
which when grouped together provide an indication as to what type of 
behaviour consumers are likely to exhibit in the act of purchasing. These 
styles of purchasing have certain associated characteristics or attitudes 
that can be identified. A framework is sought which encompass all aspects 
of the decision-making process including psychological and economic 
aspects. It is suggested that this approach will include attitudes to saving, 
utility, and spending. In this research project consumer behaviour refers to 
the buying behaviour of ultimate consumers, those who purchase products 
for personal or domestic use, not for business purposes. 
2.3 Outline of the chapter 
In order to achieve these aims various topics under the broad subject area 
of marketing were studied, in particular those factors that influence 
consumer behaviour and the decision making process. The chapter 
presents an overview of consumer behaviour and considers associated 
models. It then concentrates on the decision making process and 
examines theoretical models of the process with a focus on their 
component parts. Particular attention is given to the inputs to that process, 
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especially the psychological elements. One specific component that of 
attitude is then presented and discussed using a number of models 
depicting its structure and composition. This aspect is discussed because 
the essence of the research is into consumers' attitude to purchasing. A 
review of the approaches frequently employed to measure attitudes is also 
presented. 
The literature review revealed one aspect of the decision making process, 
which appears to have been overlooked in theoretical models: that of 
economic influences. The chapter therefore proceeds to an examination of 
works by authors, who, while not presenting their findings in the form of a 
model, are aware of the economic aspects of making decisions. 
The latter stage of the research concerns the effect economic and 
psychological cost benefit aspects have as part of styles of purchasing. A 
model is sought which will capture everything associated with decision- 
making including economic and psychological aspects. The chapter 
proceeds by indicating how theoretical concepts could be applied in 
practice. It indicates aspects that could be useful in understanding 
consumers particularly in the planning and implementation of marketing 
strategies by operators in the accommodation sector of the hospitality and 
tourism industry. It concludes by presenting the research questions, which 
were arrived at following this literature, review and will link to the next 
chapter, which is concerned with the research methods. 
2.4 The context of the research 
The definition and structure of this industry has been widely discussed. 
Buttle (1994), East (1993) and Roberts (1993) offer a variety of definitions 
and discussed the structure of the industry. In summary it is generally 
accepted that the hospitality industry consists of a number of principal 
sectors: accommodation, food, beverages, business and leisure facilities. 
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The main difference between sectors is the relationship it has with its 
customers. Within the welfare sector the customer is often captive, that is, 
there exists only one provision and it is an inherent part of other services, 
for example, health care, education. Within the commercial sector the 
customer is not generally 'captive', that is, there is an element of choice 
through competition. 
2.4.1 Consumers of Hospitality Products. 
According to Key Note (2000) (Appendix 1) around 64% of hotel user are 
corporate clients and the remaining 36% are leisure visitors. Business 
travellers dominate the corporate market and these visitors accounted for 
43.5% of all sales in the hotel market in 1999. The leisure market is 
subject to variables such as weather and economic climate. 
2.4.2 Holiday market 
The short-break holiday market is one of the most dynamic sectors of the 
hotel trade. Many UK adults and families take short break holidays in 
addition to their main holiday (Appendix 1). These data are presented for 
the purpose of providing an overview of the hotel industry and length and 
purpose of visitor stays. Comparison will be made with the finding of stays 
in hotels from survey one. 
2.5 Consumer Behaviour 
An overview of consumer behaviour provides the wide framework for the 
study. Consumer behaviour is part of the larger field of human behaviour. 
It is only fairly recently that it has developed as an element of marketing 
theory in its own right. An understanding of consumer behaviour can 
contribute to the developments of marketing strategy. There are various 
dimensions of human behaviour that can be studied. Outlines of some of 
these will be presented as part of this research. 
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2.5.1 An overview of consumer behaviour 
An essential requirement from a marketing viewpoint for operators in any 
industry, not only the hospitality and tourism industry is to identify their 
customers and the variety of influences that contribute to their behaviour. 
Engel, Kollat and Blackwell (1968) wrote the first general consumer 
behaviour textbook and other influential authors such as Howard and 
Sheth (1969) followed soon after. The early models of consumer 
behaviour proved useful as a means of drawing together knowledge from 
a range of sources in an attempt to represent their contribution to the 
overall discipline. 
A central concern not only of businesses but consumers, economists, 
psychologists and others, is to develop an effective in depth understanding 
of consumer behaviour and find more effective strategies to shape, 
influence and predict it. Engel (1973) and his colleagues saw this 
understanding of consumer behaviour as being a major factor in consumer 
research, the findings of which can be applied to the commercial world. It 
is important to recognise that consumer behaviour is related to a wide 
area of research, covering psychological, sociological, cultural and 
economic factors (Loudon and Della Bitta 1988). Schiffman and Kanuk 
(1994) discussed consumer behaviour as a subset of human behaviour 
and it is because of the nature of the subject that diverse disciplines show 
an interest. 
Consumer behaviour according to Engel et al (1995 p4) can be defined as: 
those activities directly involved in obtaining, consuming and 
disposing of products/services, including the decision process that 
proceeds and follows these actions. 
Schiffman and Kanuk (1994 p5) used the term consumer behaviour to 
refer to: 
the behaviour that consumers display in searching, purchasing, 
using, evaluating and disposing of products and services that they 
expect will satisfy their needs. 
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They continued by defining the scope of consumer behaviour as: 
including the study of what consumers buy, why they buy, when they 
buy, where they buy, how often they buy and how often they use the 
product or service (Schiffman and Kanuk 1994 p5). 
Loudon and Della Bitta (1988 p5) offered a similar definition: 
the decision process and physical activities individuals engage in 
when evaluating, acquiring, using, or disposing of goods or services. 
They added that 
consumer behaviour is seen as a mental decision process as well as 
a physical activity (Loudon and Della Bitta 1988 p7). 
East (1997) presented consumer behaviour from a marketing viewpoint: 
consumer behaviour is about human response in a commercial 
world: how and why people buy and use products, how they react to 
price, advertising and other promotional tools, and what underlying 
mechanisms operate to help and hinder consumption (East 1997 p3). 
It is for these reasons that consumer behaviour is of particular interest to 
those who desire to understand, influence or change behaviour. Research 
into consumer behaviour has assumed a degree of significance in 
contemporary societies worldwide. In recent years a large and growing 
multidisciplinary field of study has emerged. 
Consumer behaviour can thus be referred to as being interdisciplinary 
being based on concepts and theories about people that have been 
developed by researchers from a number of diverse disciplines. In 
summary it can be described as the study of the way individuals make 
decisions on how to spend their available resources (time, money, and 
effort) on consumption-related items. 
2.5.2 Consumer behaviour related to tourism. 
A number of authors have attempted to provide some understanding of 
tourist purchase behaviour. Among these are Wahab et al (1976) Schmoll 
(1977) and Mayo and Jarvis (1981). 
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Schmoll (1977) built a model based on the Howard and Sheth (1969) and 
Nicosia (1966) models of consumer behaviour. Schmoll's model is 
descriptive, its purpose is to show relevant variables and their 
interrelationship but is difficult to quantify. Mayo and Jarvis (1981) believed 
that individual travel behaviour could be explained by the length of the 
decision process and by the influence of psychological factors on their 
choice. 
Routine Decision 
making 
High 
Low 
Short 
Perceived knowledge 
about alternatives 
available 
Perceived need for 
information 
Length of time to reach 
decision 
Extensive decision 
making 
Low 
High 
Longer 
Figure 2 Decision making in travel behaviour (Source Mayo and Jarvis 
1981) 
When a consumer uses a routine decision-making approach, decisions 
are made quickly and with little mental effort. At the opposite end of the 
continuum extensive decision-makers will spend considerable time and 
effort seeking information and evaluating the alternatives available. 
Wahab (1976) see the decision making process in tourism as being long 
involving extensive evaluations and can involve a number of parties 
It is important for marketing managers to understand how internal 
psychological processes influence individuals to choose a holiday/product/ 
service. These internal, psychological processes lie at the heart of 
marketing theory. Consumer behaviour involves stages of searching for, 
purchasing, using, evaluating and disposing of products/services. As 
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consumers are becoming more sophisticated in their behaviour so 
research must become more diverse to assist in understanding and 
explaining their behaviour. 
The hospitality / tourism purchase is in some way unique. It is essentially a 
service purchase not a tangible product. Any investment of capital or costs 
incurred will show no tangible return. The purchase of a holiday is often 
arranged over time involving preparation and planning. 
2.6 Models of Consumer Behaviour 
This first stage in an approach to understanding styles of purchasing is to 
identify and evaluate the broader theories of consumer behaviour linked to 
purchase behaviour. This is far from straightforward due to the large body 
of research within the discipline, which has displayed significant growth 
and diversity. The discipline has borrowed from a range of concepts in 
order to generate integrated models of action. There are a range of 
models which rely on a correspondence of belief rather than any logical 
proof that they are right or wrong. Theories can only be assessed on the 
contribution they make to the process involved in particular forms of 
purchase. A number of contemporary and comprehensive models of 
consumer behaviour have been developed, varying considerably in terms 
of their sophistication, precision, domain and scope. 
The early models of consumer behaviour proved useful as a means of 
drawing together psychological, social, economic and behavioural 
variables in an attempt to represent their contribution to these disciplines. 
The major contributors were Engel, Kollat and Blackwell (1968), Engel 
Blackwell and Miniard, (1986), Howard and Sheth (1969), and Nicosia 
(1966). These theorists have developed 'Grand Models' of consumer 
behaviour which have been utilised by those interested in studying 
consumer decision making. Chisnall (1985), Dibb et al (1994), Kotler 
(1988), Kotler et al (1996) and Britt (1978) presented models that are 
developments of the earlier ones. 
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The Engel-Kollat-Blackwell (1968) model was originally designed to serve 
as a framework for organising the fast-growing body of knowledge 
concerning consumer behaviour. This model is represented by a flowchart 
of implicit complexity in that purchase is subsequent to attitude formation. 
The model can be described as representing the theory of buyer 
behaviour. The simplified version of the model consists of four major sets 
of variables namely inputs, perceptual and learning constructs, outputs, 
and, existing external variables. 
The state of the buyer is central to the Howard and Sheth (1969) model 
with the various internal-state variables and processes that affect it. They 
constitute the hypothetical constructs. The inputs are stimuli from the 
marketing and social environments of the buyer. The outputs are a variety 
of behaviours that the buyer manifests based on the interaction between 
the stimuli and the consumer's internal state. This model can be described 
as focusing on consumer decision-making, and the way individual 
consumers arrive at brand choices. The model explicitly incorporates an 
information-processing subsystem, motivational subsystem, perceptual 
subsystem and other decision process variables. 
As in the case of the Nicosia (1966) model, although the Howard-Sheth 
Model is perceived as a cognitive model, the areas of attitude and 
perceptions are of importance and relevance to the analyses of consumer 
impulse buying behaviour. A consumer's attitude towards performing a 
particular action may prevent or alternatively encourage that person to buy 
impulsively. In accordance with Stanton's (1995) adapters of innovation, if 
a consumer is reserved and unwilling to take risks, categorised as a 
laggard, and unlikely to buy impulsively an introductory product 
notwithstanding the stimuli is unlikely to be attractive to them. Although a 
consumer's perceptions are formed cognitively, perceptions also respond 
to stimuli. Howard and Sheth (1969) also presented a discussion of levels 
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of consumer decision making. This covered extensive problem solving, 
limited problem solving, and routinised response behaviour. 
Although the Engel-Kollat-Blackwell (1986) model is perceived as a 
cognitive model, the area of information input is of importance and 
relevance in the analysis of consumer impulse buying behaviour. Part of 
the information that the consumer receives is made up of marketing 
stimuli. A consumer may be influenced by a stimulus and exposure to a 
particular product that may result in an impulsive purchase of that product 
where the consumer does not in fact continue with the information 
processing and decision-processing stages of the model. 
This model takes a broader view than the Nicosia model that took attitude, 
motivation and experience to be the keys to consumer behaviour. Like 
Howard and Sheth they incorporated inputs such as perception and 
learning. A key feature of their model is its incorporation of differences 
between high and low involvement as part of the buying process. High 
involvement is normally present in the decision making process when the 
perceived risk in the purchase is high. This element of risk is higher when 
the consumer is unsure about the outcome of the purchase decision. This 
arises when information is limited, buyer confidence is low and the price 
relative to income is high. 
Engel, Blackwell and Miniard (1986), pointed out that limited problem 
solving (LPS) activity takes place when there is little perceived risk that a 
wrong decision will be made and as they found out most consumer 
decisions are of the LPS type. However extended problem solving (EPS) 
when present affects the amount of effort put into the search to reduce the 
perceived risk. This will involve a great deal more external searching. 
This brief discussion of consumer behaviour models has shown how 
different authors saw the subject and how they attempted to illustrate the 
many factors that contribute and influence the subject. These models have 
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three elements, input, process and output. This research will focus on the 
process aspect and the influence that attitude has on that process 
particularly the evaluation part. 
2.6.1 Decision making models 
This study focused its research on one aspect of understanding consumer 
behaviour by relating it to one aspect of it the decision making process. In 
the literature this topic is discussed by relating it to theoretical models. 
These follow on from earlier basic models such as Strong's (1925) well- 
known AIDA model. 
Awareness -* Interest -* Desire-+ Action. 
This model shows the stages involved in convincing a potential customer 
to purchase a product or service. It starts with increasing awareness of the 
product and ends with its adoption. This basic model offers nothing more 
than a useful analysis of communication problems and possible 
communication application. The importance of each stage of the process 
can be assessed against the real life application. The problem may then 
be seen as being made up of various components. 
A second similar model (Joyce 1967), explored the complexity of how 
advertisements may work. This showed that the customer is not just a 
passive receiver of advertising stimuli but is actively involved in seeking 
out information to make a decision. A two-way flow of information is 
demonstrated. Purchase behaviour is affected by the purchaser's attitudes 
and thought processes. If the purchasers are happy with their 
experiences, they develop loyalty and the purchase of a particular brand 
may become a habit. This model comes closer to reflecting the real life 
situation but inevitably in doing so it becomes more complex and dynamic. 
It is still not a perfect model but it does illustrate how important it is to 
influence buyers' behaviour by conditioning their attitudes. 
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2.6.2 Discussion of the Models 
In this section each model is evaluated for its utility in exploring aspects of 
consumer behaviour and the decision-making process. 
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This model developed by Francesco Nicosia (1966), is based on the 
technique of computer flow charting with feedback loops. Nicosia believed 
that simulation techniques are effective in explaining, the structure of a 
consumer decision-making process, and are useful in predicting consumer 
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This model developed by Francesco Nicosia (1966), is based on the 
technique of computer flow charting with feedback loops. Nicosia believed 
that simulation techniques are effective in explaining, the structure of a 
consumer decision-making process, and are useful in predicting consumer 
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behaviour. The model hinges on the proposition that attitudes, which 
develop as a result of exposure to an organisation's messages, determine 
subsequent behaviour. Chisnall (1997) interpreted the model as focusing 
on consumer decision-making, and the way individual consumers arrive at 
product choices. The model can also be seen to focus on the relationship 
between an organisation and its potential consumers. The organisation 
can be seen to communicate with the consumers through its marketing 
communications, and the consumer is seen to communicate with the 
organisation by their purchase responses. The model can be explained as 
being of an interactive design, where both the organisation and the 
consumers influence each other. The model is divided into four main 
fields: (Figure 3) consumer's attitude based on message exposure, 
consumer's product search and evaluation, act of purchase, and feedback 
in the form of consumer experience of the organisation. 
The Nicosia Model (1966) attempts to explain the adoption process for 
products and was the first to gain wide recognition as a way of accounting 
for the dynamics of consumer decision making. The model (Figure 3) is 
expressed as a series of linked fields where each field output acts as the 
input to the next field. The Nicosia model assumes that a firm is 
introducing a new product or brand and that the consumer has no prior 
attitudes toward either the brand or its product class. 
The decision flow of the Nicosia model consists of seven stages. 
1. The initial promotion or message flow. 
2. The consumer's exposure. 
3. Interaction of consumer attributes/predisposition with message 
content. 
4. The resulting attitude formation. 
5. The possibility of the attitudes leading on to search/comparative 
evaluation activity, resulting in motivation. 
6. The conversion of motivation to a purchaselrejection decision. 
7. Feedback of purchase information completes the loop to the firm 
(sub field one) and to the consumer (sub field two) which leads to 
new strategies in relation to purchase and selling. 
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Nicosia believed that computer flow charting methods, which could 
incorporate simulation techniques, would be effective in explaining and 
predicting the consumer decision process. 
Although this model is perceived as a cognitive model, the areas of 
motivation and experience are of importance and relevance in the analysis 
of consumer impulse buying behaviour. Experience can have an influence 
on a consumer's actions. For example if a consumer purchased products 
that were on a special price promotion and a negative experience resulted 
from these products, it is unlikely that the consumer will be willing to 
purchase further items that are on a special price promotion. In the case 
of motivation, if a consumer is seeking variety it is more likely that they will 
purchase items on impulse. 
Nicosia's approach to decision making placed emphasis on the idea of the 
consumer pre-dispositions moving from very broad intentions through the 
search and evaluation of alternative products, culminating in the selection 
of one particular brand. He viewed consumer behaviour as a problem 
solving activity based upon rational action. However, his model is based 
upon a very restricted area dealing with advertising and product 
acceptance, which limits the usefulness of his theory (Chisnall, 1997). In 
addition the purely linear relationship, which Nicosia proposes between 
the variables, is not empirically grounded. According to Tuck (1976) 
Nicosia's attempt at a mathematical solution to buying behaviour flounders 
even though he has managed to bring together a multitude of variables 
and incorporated them into a decision making process. She argued that 
Nicosia took broad psychological over-generalisations as given, so that he 
could enter everything into his flow chart. The model shows more of what 
might happen, not necessarily what does happen. It provides a process 
without any means to predict what occur within the content of that process. 
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2.6.2.2 Howard and Sheth Model. 
The original Howard and Sheth model of 1969 was built from earlier 
research carried out by Sheth (1963) and was later improved upon. Many 
theorists have regarded the Howard and Sheth model as the most 
satisfactory of all available consumer behaviour models (Mason 1981), 
while others who have tried to apply the model have found it empirically 
weak (Ehrenberg 1972), (Tuck 1976). 
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The model shown in Figure 4 is characterised by a central rectangular 
box, which indicates the variables that affect the state of the buyer. The 
model describes stages of the decision process, and intervening variables 
such as, brand comprehension, attitude, intention and purchase. There 
are also 'routinised response' and 'extended and limited problem solving' 
processes incorporated in both models. The central area of the model is 
seen to incorporate learning and perceptual constructs, which affect the 
state of the buyer and interact to produce a particular output. These 
variables, termed endogenous variables, are hypothetical constructs, 
which have been borrowed from the behavioural sciences. The learning 
constructs include motives, brand comprehension, choice criteria, attitude, 
intention, confidence, and satisfaction. 
2.6.2.3 The Schiffman and Kanuk Model 
Developed by Schiffman and Kanuk (1994), this model distinguishes 
between three levels of learning or stages of decision making, namely 
extensive problem solving, limited problem solving and routinised 
response behaviour. 
Although a consumer's perceptions are formed cognitively, perceptions 
also respond to stimuli. The area of aesthetics comes into play; a 
consumer's perception of a particular product may alter in response to a 
change in the product that makes it more appealing and attractive. A 
consumer may impulsively purchase a product due to the appearance of 
the packaging rather than because of the product itself. 
2.6.2.4 The Engel-Kollat-Blackwell Model 
The Engel, Kollat and Blackwell model is acknowledged as one of the 
most comprehensive explanations of consumer behaviour. The original 
model has been subject to major revisions since 1968 and the current 
model while retaining some of the fundamentals has become more 
sophisticated. A solid arrow for a direct relationship and a broken arrow 
for an indirect or feedback relationship represent the way in which these 
variables are interrelated. 
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The model breaks down the process of consumer decision making into 
building blocks, or variables. Its consists of four sections: information 
input, information processing, the decision-process stage, and the 
variables influencing the decision process. As with the models previously 
discussed, the Engel-Kollat-Blackwell model can be summarised as 
focusing on consumer decision-making, and the way in which individual 
consumers arrive at brand choices. 
Other consumer behaviour models while discussing numerous factors that 
impact on the way consumers behave, such as basic psychological needs 
- with reference to Maslow's (1954) Hierarchy of Needs; aspects of risk 
associated with the purchase discussed by Buttle (1994); social and 
cultural influences discussed by Kotler (1988), Solomon, (1996) Rice, 
(1993) and others were evaluated. 
2.6.2.5 Britt Model 
The Britt (1978) model is that of information processing. He saw the 
consumer going through the following stages: exposing, attending, 
perceiving, learning and remembering, motivating and persuading. A 
useful application of this model is to relate it to an organisation's mix of the 
communication effort it employs against the background of the consumers 
mindset. 
2.6.2.6 Assael Model 
Assael (1987) identified a simple model of consumer behaviour where the 
interaction between the marketer and the consumer is emphasised. The 
central component is consumer decision making interpreted as the 
process of perceiving and evaluating brand information, considering how 
brand alternatives meet the consumer's needs and deciding which brand 
to choose. 
There are three factors that influence the consumers choice these are the; 
consumers themselves, their needs, perception of brand characteristics, 
and attitude toward alternatives. Subsumed in these are the consumer's 
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demographics, lifestyle and personality characteristics, which all influence 
brand choice. The environmental influence, culture, social class and 
situational determinants representing the consumer's purchasing 
environment, and marketing strategy or variables within the control of the 
marketer that attempt to inform and influence the consumer. These 
variables, the marketing mix, may be regarded as stimuli perceived and 
evaluated by the consumer in the process of decision-making. 
2.6.2.7 The Black Box Model. 
An overview of this type of model was presented by Rice (1993) as one 
that does not consider internal variables. It focuses on inputs and outputs, 
without concern for the intervening mental processes. A typical black box 
model could be a 'map' of the decision environment containing all factors 
surrounding and influencing the consumer. Black box models are based 
on identifiable, observable and measurable variables. 
Stimulus Response 
variables variables 
(inputs) (output) 
Product Intervening Product 
No. variables Choice Price (black box) 
Brand choice 
Place 
Level/ 
Promotion Frequency of 
purchase 
Figure 6 Black Box Model (Source Adapted from Rice, 1993) 
According to Rice (1993) another advantage of this type of model is the 
relatively limited number of variables that are considered. This can aid the 
understanding of decision making, as it prevents the process from 
becoming bogged down in complexity. A limitation is the inability to explain 
or predict behaviour in a wide range of situations. Rice (1993) discussed 
simple models of consumer behaviour low level, or simple models, which 
fall into three broad categories: black box models, decision process 
models and personal variable models. 
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However it is the view of this researcher that economic factors have been 
overlooked in general by those who are considered to be the most 
important authors on the subject. This factor has been addressed in some 
part in this chapter 
2.6.2.8 Kotler model of buying behaviour. 
The buyer's black box has two parts. First the buyer's characteristics 
influence how they perceive and act to the stimuli. Secondly the buyer's 
decision process itself affects the buyer's behaviour. 
Marketing Other Stimuli 
Stimuli 
Product Technological 
Price Economic 
Place Political 
Promotion Cultural 
Buyer's Black Box 
Buyer 
behaviour 
Buyer 
decision 
process 
Buyer's 
Responses 
Product choice 
Brand choice 
Dealer choice 
Purchase timing 
Purchase 
amount 
Figure 7 Kotler model of buying behaviour. (Source Kotler et at 1999). 
The numbers of factors, which influence consumer behaviour, have been 
shown in the models. 
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Presenting these influences in a more simplified format is shown in the 
following figure 8. 
Marketing Mix Elements 
Product 
Price 
Promotion 
Place 
Psychological Soclo-cultural 
Influences Consumer Decision Process Influences 
" Motivation Problem recognition Personal 
" Personality Information search influences 
" Perception 
Alternative evaluation Reference groups 
Learning Purchase decision " Family 
" Value, belief and 
Post-purchase behaviour 
" Social class 
attitude " Culture 
" Lifestyle + " Subculture 
Promotional Influences 
" Purchasing task 
" Social surroundings 
" Physical surroundings 
" Temporal effect 
" Antecedent states 
Figure BInfiuences on the consumer. (Source Kotler et al 1999) 
Combining material from a variety of sources, and discarding aspects 
which are not the areas of this research leaves figure 9. This focusing on 
the psychological and economic aspects, which influence the decision 
making process. 
Psychological 
Influences 
" Motivation 
" Personality 
" Perception 
" Learning 
" Value, belief 
and attitude 
" Lifestyle 
Consumer Decision Process 
Problem recognition 
Information search 
Alternative evaluation 
Purchase decision 
Post-purchase behaviour 
Economic 
Influences 
" Economics 
" Utility 
" Cost benefits 
" Value 
" Savings 
Figure 9 Economic and Psychological Influences on Purchase Decision 
Process. 
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These economic and psychological influencers are discussed in detail 
later in this chapter. 
2.7 Decision Making Process 
Within the models of consumer behaviour already discussed, there is an 
emphasis on the consumer decision-making process. To these authors it 
is represented as part of consumer behaviour, to others it is dealt with as a 
separate entity. The following section contains a discussion on the 
decision making process and the various aspects surrounding the process 
itself. A number of models, which depict the process, are presented and 
discussed. 
2.7.1 Schiffman and Kanuk 
Schiffman and Kanuk (1994 p 555) offered this definition of a decision. 
in most general terms a decision is the selection of an action from 
two or more alternative choices. ' 
Within the area of consumer behaviour and the models previously 
presented is the topic of the decision making process. It is usually 
presented as a sequential series of steps and has been discussed at 
length by numerous authors, Howard and Sheth (1969) Kotler (1988) and 
others; most decision-making models have at least three of the following 
components. 
" NeedslWants 
" Recognition of Need /Want 
" Purchase Motivation 
" Information Search 
" Evaluation of Alternatives 
" Choice 
" Purchase Process 
" Post Purchase Evaluation 
" Feedback to Need / Wants 
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In addition to Howard and Sheth (1969) and Kotler (1988) numerous 
authors have presented the dynamic dimensions of the stages of the 
process: Some focusing on a specific aspect of this area of the consumer 
decision making process. For example Howard and Sheth's model is one 
which attempts to show the inter-relationship between various behavioural 
factors that are involved in consumer behaviour. 
2.7.2 Howard and Sheth 
The Howard and Sheth (1969) model presented a complex description of 
the buying decision making process and demonstrates various possible 
influences on the process. The buying process is seen as a problem- 
solving process and the factors are grouped together under the three 
headings of person specific influences, psychological influences and social 
influences. It may be difficult to isolate and measure the effect of these 
individual influences but at the very least the planner is aware of their 
existence. 
2.7.3 Engel Kollat and Blackwell 
This model has the decision making process as a pathway of convergence 
passing though various stages of processing prior to any choice being 
made. The central process can be seen to incorporate five stages: 
1. Problem recognition/arousal 
2. Internal search- Alternative evaluation 
3. External search- Alternative evaluation 
4. Choice/purchase 
5. Outcomes as dissonance or satisfaction 
The influences of environmental factors, such as cultural norms and 
values, motives etc, which influence these stages are important The model 
incorporates influences which move from the general to the specific, from 
the macro level (reference group, social class, and norms) to the micro 
level (belief, intention, attitude). 
The Engel Kollat and Blackwell (1968) model was constructed primarily 
with an instructive purpose and that no explicit attempt was made to 
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specify quantifiable functional relationships. Its main purpose was to 
provide a structure for teaching and learning rather than a testable model 
of consumer problem solving. 
2.7.4 Other models 
Kotler (1988) presented the decision making process as being: 
" Need or Problem Recognition, 
" Information Search 
" Information Evaluation 
" Decision and 
" Post Purchase Evaluation. 
These have a complexity of influences affecting the final decision such as 
individual influence, group influences, situational influence and the 
elements of the marketing mix. 
Kotler's (1988) model is similar to Newell and Simon's (1972) model of the 
consumer decision making process which consists of five stages. These 
are: 
" Problem recognition 
" Search for information using what they call the consumer awareness 
and choice set 
" Alternatives evaluation, consumer looks at alternatives from a needs- 
satisfying perspective and evaluates benefits 
" Purchase, following evaluation the consumer buys the preferred 
alternative 
" The process is completed by a post purchase evaluation stage. 
Dibb et al (1994) related items such as person specific, psychological and 
social factors as possible influences on aspects of the decision making 
process. They overlooked other aspects that others take into account 
such as lifestyle, type of purchase and perceived risk. 
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Loudon and Della Bitta's (1988) discussion of the consumer decision 
making process is shown in a four-stages. 
Problem recognition 
u 
Search and Evaluation 
u 
Purchase process 
u 
Post purchase behaviour 
Williams (1982) discussed aspects of the nature of decision-making. He 
suggested dichotomies in the form of high - low involvement, extensive or 
limited and mechanical - habitual and intuition. 
His components of the decision-making process are presented in a flow 
chart as follows 
Problem perception 
u Deliberation 
Information search; High - Low, 
Habit, Routine - limited. 
U Solution 
Alternative selection 
U Post purchase evaluation 
Evaluation 
Dissonance 
Use- satisfaction 
With external factors such as situation, social factors, marketing effort and 
other information sources. Internal forces are represented by: perception, 
experience, needs, state, attitude and motivation, impacting on the 
process. 
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2.7.5 Decision making in hospitality and tourism 
Decision making in a hospitality context was investigated by Gilbert (1992) 
who presented his four stages of the decision to purchase an overseas 
holiday as; 
Antecedent variables 
4 
Initiator Process variables 
u 
Filter variables, and 
4 
Selection 
Middleton (1988) presented a simpler model of tourism buying behaviour 
that he called the 'stimulus-response' buying behaviour model. 
Middleton's model has four interactive components with the central 
component identified as 'buyer characteristics and decision process' which 
incorporates motivation The first two components of Middleton's model are 
inputs, while the final component represents the process output. Middleton 
saw motivation as the dynamic process in buying behaviour, bridging the 
gap between the felt need and the decision to purchase. His emphasis is 
on the link between motivation and purchase, which in turn are linked to 
buyer's characteristics such as demographics, economic and social 
position. 
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Figure 10 Middleton Model 
Moutinho (1987) presented tourism decision making as a three-part flow 
chart: 
1. Pre-decision and decision process 
u 
2. Post purchase evaluation, and 
u 
3. Future decision making 
2.8 Overview of the decision making process. 
The decision making process can be illustrated as having three 
component parts. The input, the process and the output. 
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Stimulus Input Communications Buyer characteristics Purchase outputs 
channels and decision process (response) 
Process 1 Process 2 Process S Process 4 Process 5 
Communication filters Motivation 
Range of Advertising A Learning Demographic 
competitive Sales promotion economic 
and 
products social position 
produced an Pal selling Personal Psychographit 
marketed by PR characteristics 
the tourst 
industry sites 
Web Choice of: Product 
Perceptions* Brand 
Needs Price 
Friends Wants Outlet 
Family Goals 
Reference 
groups 
Experience Attitudes 
Post-purchase 
and post- 
consumption 
feelings 
Process 6 
Figure 10 Middleton Model 
Moutinho (1987) presented tourism decision making as a three-part flow 
chart: 
1. Pre-decision and decision process 
11 
2. Post purchase evaluation, and 
u 
3. Future decision making 
2.8 Overview of the decision making process. 
The decision making process can be illustrated as having three 
component parts. The input, the process and the output. 
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2.8.1 Input 
The input component of the decision-making model consists of external 
factors that serve as sources of information about a particular product and 
influence a consumer's product-related values, attitudes, and behaviour. 
Chief among these inputs are the marketing-mix activities of organisations 
trying to communicate the benefits of their products to potential 
consumers, which when internalised, affect the consumer's purchase 
decisions. The second type of input, the social-cultural environment, 
consisting of a wide range of non-commercial influences, can be a major 
influence on the consumer. However these inputs do not necessarily 
support the purchase of a specific product, instead, they may make 
consumers avoid a product by underscoring its negative features. 
2.8.2 Process 
The process component of the model is concerned with how consumers 
make decisions. The psychological field represents the internal influences 
affecting the consumer's decision-making process. As illustrated in the 
process component, the act of making a consumer decision consists of a 
number of stages: 
2.8.2.1 Need or Problem Recognition. 
The impetus for this the first stage comes from the consumer in 
recognising or identifying that they have a need or problem. If a consumer 
is not aware that there is a need then they will have no reason to purchase 
an item to satisfy that need. There is a significant difference between 
being aware of a need or problem and being able to do something about it. 
Many needs are latent and remain unfulfilled either because the consumer 
decides not to do anything about them at the present time or because they 
are unable to do anything often through lack of time or money. 
2.8.2.2 Information Search 
This can be broken down into four broad questions: 
" what kind of purchase will satisfy the need / solve the problem, 
" where and how can it be obtained, 
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" what information is needed to arrive at a decision and 
" where is that information available? 
This was presented by Bloch et al (1986), as either ongoing research 
(browsing) or purposeful research (with particular objective in mind). 
Consumers fall back on previous experience before undertaking time- 
consuming research or take advice from friends, or respond to advertising. 
There is also the information overload factor, the premise that a consumer 
will become overloaded with information and therefore becomes selective 
in someway during the information search stage only being able to 
evaluate limited amounts of information at a time. 
Economics of Information assumes that consumers will gather as much 
data as is needed to make an informed decision. Consumers form 
expectation of the value of additional information and continue to search to 
the extent that the rewards of doing so exceed the costs. This utilitarian 
assumption also implies that the most valuable units of information will be 
collected first. 
2.8.2.3 Information Evaluation 
Howard and Sheth (1969) referred to the evoked set during this stage, 
where the consumer has drawn up a shortlist for final appraisal. 
2.8.2.4 Decision 
In this context decision is the conscious act to purchase or the impulse or 
unconscious purchasing act. It is important to note that there are levels of 
consumer decision making, in that not all consumer decision situations 
receive (or require) the same degree of consumer effort. These levels 
can be identified as: 
a) extensive problem solving; 
b) limited problem solving, and 
c) routinised response behaviour. 
2.8.2.4.1 Type of decision 
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Contained within the boundaries of purchase motivation are numerous 
elements. A fundamental question that needs to be asked concerning the 
decision process is the decision process; 
simple or routine 
modification to previous pattern, or 
a major purchase? 
Solomon (1996) presented three aspects of consumer decision for 
consideration, these are: 
" Habitual Decision-Making. 
Made with little or no conscious effort, many purchase decisions are 
routine. Choices characterised by automaticity are performed with minimal 
effort and without conscious control. The development of habitual, 
repetitive behaviour allows consumers to minimise the time and energy 
spent on mundane purchase decisions. This allows them to save their real 
efforts for important decisions requiring careful scrutiny. 
" Limited Problem Solving 
Usually straightforward and simple. Buyers are not as motivated in search 
for information or to evaluate each alternative rigorously. People instead 
use simple decision rules to choose among alternatives. These cognitive 
shortcuts enable them to fall back on general guidelines instead of having 
to start from scratch every time a decision is to be made. 
" Extended Problem Solving 
Decisions involving extended problem solving correspond most closely to 
the traditional decision making perspective. The extended problem 
solving process is usually initiated by a motive that is fairly central to the 
self-concept and the eventual decision is perceived to carry a fair degree 
of risk. 
2.8.3 Involvement 
No discussion of consumer behaviour models would be complete without 
consideration of consumer involvement. Buttle (1994) conducted a 
thorough analysis of relevant theories and concluded that there are a 
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number of dimensions common to them all. These may be illustrated in the 
following table that lists the difference between low and high involvement 
consumer behaviour. 
Low 
Predominantly low risk purchase 
Shorter decision-making process. 
Less complex information 
processing. 
Low level of information or none 
sought when making initial 
purchase. 
High 
Predominantly high risk 
purchase. 
Longer decision-making process. 
More complex information sought 
when making initial purchase. 
High level of information sought 
when making initial purchase 
Repeat purchases may reflect Repeat purchase reflects 
unwillingness to search for a better preference for the purchased 
product. brand. 
Consumer learns passively about Consumers learn actively about 
product. the product. 
Consumer does not selectively Consumer actively processes 
expose themselves to attention or promotional stimuli. 
retention of competing promotional 
stimuli. 
Weak attitude towards brand. 
Strong attitude towards purchase 
brand. 
Consumer able to recognise 
product from visual images held in 
Consumer able to recall product 
information. 
Figure 11 Level of involvement (after Buttle 1994) 
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In low involvement the product is seen as a problem solver and is 
purchased because the consumer sees it as offering a satisfactory 
solution to their needs. 
Conversely with high involvement the product has a different dimension; it 
is see as delivering benefits more as part of a package of satisfiers. The 
content and its structure are important with the purpose to develop a 
favourable attitude in the consumer. Sometimes the availability of the 
product is less widespread. 
Another important aspect of the decision-making process is the level of 
involvement taken by the purchaser. Of all the major contributors, Engel 
and Blackwell (1986) distinguish between high and low involvement. They 
proposed two models: one for low involvement purchases and the other 
for high involvement. 
2.8.3.1 Low involvement. 
The low involvement model, features only three fields; information inputs, 
information processing and decision making processes. Social group and 
cultural influences are disregarded other than in their implicit functioning 
as sources of information. The decision making process allows for choice 
to occur immediately after problem recognition with alternative evaluation 
(and attitude formation) occurring after product experience. 
2.8.3.2 High Involvement 
The high involvement model comprises five fields: information inputs, 
information-processing system, the decision process, associated decision 
process variables and external influences. Social group and cultural 
influences are explicitly stated and choice is regarded as an outcome of 
prior information processing and attitude formation. 
The distinction between high and low involvement situations implies 
different evaluative processes. For high involvement purchases the Theory 
of Reasoned Action (Ajzen and Fishbein 1969), has proven to be robust in 
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predicting purchase behaviour, while in low involvement situations work by 
Ehrenberg and Goodhart (1979) has shown how simple evaluation and 
decision making can be. 
Runkel and McGrath (1972) contrast level of involvement as follows; they 
see this as being related to predominantly low risk purchases, those 
involving a shorter decision making process, where there is less complex 
information processing. The level of information sought is none or low 
when making an initial purchase. Repeat purchase may reflect 
unwillingness on the part of the consumer to search for a better product. 
The consumer's knowledge of the product is learnt passively and they 
neither selectively expose themselves to attend to or retain competing 
promotional stimuli. They tend to have a weak attitude towards the 
purchased brand and are able to recognise product from visual images 
held in their memory. 
High involvement are predominantly high risk purchases involving a longer 
decision making process with more complex information processing. A 
high level of information is sought when making an initial purchase and 
repeat purchases reflect a preference for the purchased brand. The 
consumer learns actively about the product and actively processes 
promotional stimuli. They have a strong attitude towards the purchased 
brand and are able to recall product information. 
Assael's (1987) model of consumer decision-making has the following 
components: 
Involvement 
" High Involvement 
" Low Involvement 
Decision making process 
" Complex 
" Habit. 
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The level of involvement is either high or low, and the decision process, 
complex or habitual. The high involvement purchase decision is complex 
for items such as cars, major appliances, and consists of the component 
parts of an information search and a consideration of alternatives. The 
habitual purchase requires little or no information search and 
consideration is only given to one brand. Low involvement purchases 
decisions are those that require limited decision making and information 
search. Considerations of alternatives are usually those where there is a 
wide variety of choice for example washing powder, breakfast cereals. 
Habitual purchases tend to be where there is inertia on behalf of the 
consumer with there is little or no information sought by them. 
2.8.4 Output 
The output portion of the model is concerned with two closely associated 
kinds of post decision activity purchase behaviour and post-purchase 
evaluation. The objective of both of these activities is to increase the 
consumer's satisfaction with his or her purchase. 
Although a process for consumer decision-making has been identified and 
explained, it is vital to understand that consumer decision-making is not a 
singular process and differs according to situations and types of products 
purchased. 
2.8.5 Buying Situation 
In the decision-making process, the flow and formality of the process and 
the emphasis that is put on each stage will vary from situation to situation. 
Some of these influences are external: environmental, political, economic, 
technological and socio-cultural. Others will be more individual specific: 
the psychological, individual, motivation, attitude and perception factors. 
While others will be group influences, for example, social class, culture 
and subculture, reference groups, and family. 
60 
2.8.6 Post Purchase Evaluation. 
This is the stage where the consumer evaluates the purchase asking 
whether it lives up to expectation raised in the earlier stages of the 
process. There is a risk of doubt as to whether the right decision was 
actually made particularly if the decision making process has been difficult 
or taken time and the product or service costs a lot of money. Festinger 
(1957) referred to this as cognitive dissonance, meaning that consumers 
are psychologically uncomfortable trying to balance the choice made 
against the doubts still held about it. The decision-making process cannot 
be discussed in isolation; there are a number of interrelating factors, which 
have to be considered which are discussed. 
2.8.7 Summary of decision making process 
These models have given an indication of the complex nature of many 
purchase situations. They emphasise the need to analyse the satisfactions 
being sought by individuals through their purchase and consumption 
patterns, and to gain a clear understanding of individual purchase 
motivations. They suggest that providers need to offer products that offer 
satisfactions to consumers at a variety of levels at the same time. These 
levels include the economic and physical, cultural, emotional and 
environmental. All these kinds of factors are involved in the determination 
of consumer's attitudes, motivation and purchase behaviour, together with 
the importance of external constraints (inhibitors) in permitting the 
individual to satisfy their purchase motivation. 
2.9 Critique of the Consumer Behaviour Models 
There is little consensus between theorists as to universally accepted 
definitions of the variables, which contribute to the construct of each 
model. It is therefore not surprising that these models have come under 
criticism as Buttle (1994 p 110) explained 
'the relevance of these criticisms to marketers is that they need only to 
discover which stimuli result in the desired behaviour, and provide 
reinforcements to ensure that the behaviour is repeated'. 
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Theoretical models are not without their limitations and consumer 
behaviour models are no exception. There is an assumption of a linear 
relationship whereas behaviour is not a linear function of attitude. Acts of 
purchase in many instances precede evaluation. Models may be useful as 
indicators concerned with choice of a single brand, whereas in most 
situations the consumer is presented with many messages, many 
purchases, and many choices. In some models there is no mention of 
inhibitors to purchase, such as available time, and availability of product. 
Most models are also deficient in that they are inappropriate for measuring 
impulse purchase, as the consumer does not go through all the stages of 
the decision making process. 
It is difficult to present a case, which illustrates that a consumer goes 
through all the numerous stages presented in the various models. In most 
instances not all factors will impact the process. Some, for a variety of 
reasons, need not matter at all; while others are situational specific where 
the place they have in the process is evident. 
The more complex models of buying behaviour that have been developed 
by a number of researchers can be referred to as 'cognitive models' and 
reflect efforts to order and integrate the large amount of material and 
knowledge gathered about consumer behaviour. These 'state of the art 
models', as Schiffman and Kanuk (1994) refer to them, are examples of 
integrative models of consumer behaviour. 
Jacoby (1978) had this to say about such models: 
Several of our most respected scholars seem to belong to a 
theory of the month club which somehow requires that 
periodically they burst forth with new theories and rarely, if ever, 
provide any data collected specifically to support their theories. 
Perhaps those with a new theory or model should treat it like a 
new product, either stand behind it and give it the support it 
needs (i. e. test and refine it as necessary), or take it off the 
market (Jacoby 1978 p 2). 
62 
All the models which attempt to describe what happens inside the 
consumer's head can be labelled inferential because they all purport to 
explain consumer behaviour in terms of non-observable constructs which 
are assumed to be related to the behaviour in question. The only 
observable and measurable parts of this type of model are the input stimuli 
and the output behaviours. The rest of the models rely on inferred 
variables, which intervene between these inputs and outputs. They have 
no objective reality and are largely developed as a matter of personal 
opinion. 
Foxall (1980) criticised such models saying that they assume an 
unrealistic degree of consumer rationality. Observed behaviour often 
differs significantly from what is described. The implied decision process is 
too simplistic and sequential. Insufficient recognition is given to the relative 
importance of different types of decisions, each decision is treated by 
comprehensive models as significant and of high involvement, but the 
reality is very different and by far the vast majority of decisions made by 
consumers are relatively insignificant and of low involvement. 
As Engel et al (1986) stated, 
`Many schools of thought have arisen, each of which views 
the same phenomenon and postulates different intervening 
variables. Given that the intervening variables selected by 
different consumer behaviour theorists may vary and' that 
there is little consensus between theorists as to a universally 
acceptable definition of each of the variables, it is not 
surprising that these models have come under criticism. ' (p. 
254). 
Opponents of this inferential approach to the study of consumer behaviour 
believe that consideration should be given solely to measurable and 
observable inputs and outputs. Leading proponents of this approach are 
the behaviourists such as Maslow (1954). They believed that consumer 
behaviour is modified and developed as a result of rewarding desired 
behaviour and punishing behaviour that is not desired. Such 
reinforcement, both positive and negative, eventually establishes a pattern 
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of behaviour. The behaviourist avoids the complications faced by the 
inferential modeller. He has a much simpler model: he examines external, 
observable and measurable stimuli and the behaviour which follows, 
looking for regularities in the relationships between them. The relevance of 
these criticisms to marketers is that they need only discover which stimuli 
results in the desired behaviour and provide reinforcement to ensure that 
the behaviour is repeated. 
Engel et at (1986) described a model as being nothing more than a replica 
of the phenomenon it is designed to represent. It specifies the building 
blocks (variables) and the ways in which they are interrelated. 
2.9.1 Why use consumer behaviour models for this research? 
This section attempts to answer the question, Why use models of 
consumer behaviour? The views of numerous authors are encapsulated 
by Schiffman and Kanuk (1994) who observed that: 'it has been found that 
it is possible to simplify consumer behaviour into its principal components 
and that, in practice, a relatively small number of variables accounts for 
the vast bulk of consumer behaviour" (p56). This is reassuring for 
observers, who are otherwise faced with a crippling complexity of 
interacting psychological and social factors in consumer behaviour. 
Models are therefore useful for explaining and predicting (to an extent) 
human behaviour, given certain inputs, and in certain situations. The 
Fishbein and Ajzen (1975) model, for example, illustrates the effect of the 
feedback from a purchase to both the consumer and the producer 
providing a framework for researchers of consumer behaviour to put their 
findings in context. This may allow for the more effective testing of 
hypotheses, and yield better behavioural science information for 
marketers; as well as the identification of gaps in scientists' knowledge 
suggesting areas for further research. The Engel-Kollat-Blackwell (1968) 
model was originally designed as a broad framework, but has been 
continuously modified by new evidence. 
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Comprehensive models of consumer behaviour are useful as a framework 
in that they attempt to illustrate aspects, which impact on consumer 
behaviour. They also tie together existing knowledge about consumers 
and their choice processes, whilst also providing a starting point for new 
consumer research studies. 
Models offer some explanation and format for predicting human behaviour, 
given certain inputs and in certain situations. They provide a framework 
for research, allowing effective testing of hypotheses, resulting in better- 
informed decision-makers. They also identify gaps in the knowledge, 
suggesting further research needs. 
2.9.1.1 Deficiencies 
Nowhere among all the models / theory has the important consideration of 
economic aspects of the process been discussed in sufficient detail. As 
Buttle (1994) pointed out there is no single, irrefutable body of knowledge 
about consumer behaviour. It draws on psychology, sociology, social 
psychology, anthropology, philosophy and economics. It operates in an 
ever-changing area of investigation and as such offers opportunities for 
further research. 
2.10 Focus of this research 
The next section of this chapter discusses a number of topics, which have 
been categorised under the two heading of psychological and economic 
behavioural determinants. Under the heading of psychological 
behavioural determinants, personality, motivation, perception, lifestyles, 
values and attitudes are discussed. Under economic behavioural 
determinants, economics, utility, value, savings, consumption and cost 
benefits, are discussed. 
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2.11 Psychological behavioural determinants 
2.11.1 Personality and motivation 
A rich base of the application of personality and motivation theory exists in 
the area of purchasing, brands and attributes. Personality and motivation 
theory has been applied to preferences, choices and purchasing 
numerous products and services. Consumers can be characterised by a 
profile in terms of their values, motives and personality traits. Models of 
consumer behaviour offer useful conceptual frameworks for organising 
information for the study of decisions related to the purchase of good or 
services. Models are conceptual frameworks for organising the research 
finding on consumer choice behaviour. They are limited in their domain of 
coverage only treating a small subset of consumer behaviour and an even 
smaller subset of economic behaviour. They examine one form of 
acquisition behaviour, namely purchase. With regard to economic 
psychology as defined by Wämeryd, in Van Raaij et at (1988) these 
models do not deal with the allocation of time and effort as well as the 
economic choice between spending and saving. Another dimension linked 
to the study of consumer behaviour is motivation. Motivation is a mixture 
of wants, needs and drives within individuals, which seek satisfaction 
through acquiring an experience or product. 
This can be depicted as needs -+ action -a satisfaction. 
In many instances the outcome sought will be less important in absolute 
terms, but will be of value for the reward or satisfaction with which it is 
associated or for release from the tension of wanting. Motives may be 
unconscious and multiple and are more complex than consumers realise. 
A consumer may easily identify motives influencing a choice while others 
can be completely unconscious 
Looking at frameworks to describe, explain and predict consumer 
behaviour this research needed to contemplate motivation and the key 
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elements of that process. In reviewing these theories a number of models 
were considered: Freud's (1920) urges, Maslow's (1954) hierarchy of 
needs, Alderfer's (1972) existence, relatedness and growth (ERG), 
McClelland's (1984) achievement and Vroom's (1964) expectancy theory. 
Freud (1920) assumed that people are largely unconscious of the real 
psychological forces shaping their behaviour. He saw them as growing up 
and repressing many urges, thus suggesting that a person does not fully 
understand their motives. Maslow (1954) saw needs arranged as a 
hierarchy from the most pressing to the least pressing. A person tries to 
satisfy the most important need first. When that need is satisfied it will stop 
being a motivator and the person will then try to satisfy the next important. 
Alderfer's (1975) three-factor theory of needs known as ERG: Existence, 
Relatedness and Growth is similar to many ways to Maslow's. 
McClelland's (1984) motivation theory is related to achievement, 
suggesting that people with high power needs will be attracted to products 
which imply superiority: fast cars, power clothing fashion and so forth. 
Using McClelland's model as a framework, companies can both segment a 
market and develop appropriate marketing messages. 
Under Vroom's (1964) Expectancy Theory individuals are assumed to 
make rational decisions based on the importance of the outcome to them 
and their perception of the likelihood of that outcome arising from an 
action. His hypothesis is that individuals will behave in the way which they 
believe will give the most desirable outcome overall. 
Social motivation was presented by Mayo (1977) in reference to his 
Hawthorne Experiments. His approach to motivation reaffirms the idea put 
forward that the social group they belong to largely determines individuals' 
behaviour. Cognitive Dissonance is a factor in motivation because it leads 
the individual to change their opinions, attitudes or behaviour in order to 
reach a state of 'consonance' or harmony. 
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Theory Name /author Assumptions 
Urges Freud Urges not fully 
understand their 
motivation 
Self Actualisation Maslow Hierarchy of needs 
ERG Alderfer Existence relatedness 
and growth needs 
Achievement McClelland Achievement, affiliation 
and power needs 
Expectancy Vroom Motivation = Valance x 
Expectation 
Social Mayo Behavioural affected by 
social group (formal / 
informal) 
Equity Adams Effort / reward balance 
Figure 12 Summary of Motivational Theories; Adapted from Rice (1993) 
and Kotler et al (1999). 
Two aspects of motivation are of interest to this research, firstly there must 
be a goal or objective which acts as an incentive usually located outside 
the individual, and secondly, the state within the motivated person which 
stimulates action. Maslow's (1954) hierarchy of needs illustrates these 
relationships. 
Motivation research provides a valuable starting point for consumer 
research. However testing its validity is a difficult task due to the inherent 
problems of experimental design and the use of control groups. 
2.11.2 Motivation in Hospitality 
The success of a hospitality operation often depends on the ability to 
satisfy several needs at the same time. The accommodation can satisfy 
the physiological need of the basic bodily requirement for sleep. Staying in 
a familiar environment provides security and safety. Sharing some of this 
experience with others satisfies a social need while self-esteem and the 
environment provided by the hotel can satisfy seif-actualisation. Aesthetic 
pleasure comes from appreciation of all these surroundings as a means of 
personal fulfilment. 
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Studies claim to show differing patterns of consumer behaviour and have 
argued for its use in positioning products and developing advertising 
strategies. Overall understanding motivation remains an elusive science 
in relation to understanding the hospitality consumer's behaviour. 
2.12 Equity 
Adams' (1965) cited in Rice (1993) theory, which centres on individuals' 
perception and is commonly refereed to as Equity Theory. It assumes that 
the individual assesses their internal 'balance sheet' and will choose the 
behaviour for which a fair exchange exists. The inputs are the costs 
incurred and the outputs are any events which contribute to need 
gratification. Comparison level is any standard used to assess the 
'fairness' of a particular exchange. 
2.13 Roles 
Engel, Blackwell and Miniard (1995) defined role as, what the typical 
occupant of a given position is expected to do in that position in a 
particular social context. Individuals may belong to different groups and 
within these groups play different roles. 
Morden (1987) pointed out that an individual might play different roles in 
the purchasing process. The initiator originates the purchase process, 
having reacted to the need or want that motivated it. The influencer 
includes individuals whose influence over the purchase decision is in 
some way significant or authoritative. The influencer can change the 
purchase objective, or act as a catalyst to render the original purchase 
motivation more practical or feasible. The decider actually determines 
what the outcome of the purchase motivation will be (present, later or 
non-purchase). The purchaser physically carries out the purchase 
transaction and actually pays for it. The user receives and uses the 
product or service. Any number of people may be involved in these roles, 
whilst it would be quite normal for one person to fulfil more than one of 
these roles. 
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2.14 The concepts of values, lifestyles, psychographics and consumer 
profiling. 
These topics are discussed to provide evidence that there are some links 
between them and styles of purchasing. Numerous authors have 
presented discussions on these topics among them Rokeach, (1973), 
Solomon (1994), Peter and Olson, (1994), Homer and Kahle, (1988), 
Hawkins, et at (1995). Rokeach (1973) suggested that values are enduring 
beliefs that a specific mode of conduct or end-state is personally or 
socially preferable to an opposite or converse mode of conduct or end- 
state of existence (Rokeach, 1973, p. 5). Solomon (1994) defines lifestyle 
as an exhibited set of shared values or tastes thus making clear the 
overlap between values and lifestyles. Peter & Olson define lifestyle more 
conventionally as the manner in which people conduct their lives, including 
their activities, interests, and opinions. Given the evidence of a sequence 
of influence from values to attitudes to behaviours (Homer and Kahle, 
1988), even this second definition shows the strong conceptual overlap 
between values and lifestyles. Solomon (1994) defines psychographics as 
the use of psychological, sociological, and anthropological factors to 
construct market segments, whereas Peter and Olson (1994) restricted 
their definition to the more narrow concept of dividing markets into 
segments on the basis of consumer lifestyles, attitudes, and interests. Yet 
another text explicitly defines psychographics and lifestyles as nearly 
interchangeable. In fact, psychographics and lifestyle are frequently used 
interchangeably. Psychographics research attempts to place consumers 
on psychological opposed to purely demographic dimensions Hawkins, et 
at (1995). They described the other dimensions as values, attitudes, 
activities, interests demographics, media patterns, and usage rates, 
2.14.1 Values 
Perhaps the most widely used approach to lifestyle marketing is the 
technique developed by Mitchell (1983) called VALS and its revised 
formed VALSII. In his book on The Nine American Lifestyles, Mitchell 
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provided a very good reason for the study of values and lifestyles. He 
stated that the single most compelling reason is that VALS tells us so 
much about what we are as individuals, as citizens, as consumers and as 
a nation. He went on to define values as the whole constellation of a 
person's attitudes, beliefs, opinions, hopes, fears, prejudices, needs, 
desires, and aspirations that, taken together, govern how one behaves. 
The VALS methodology has been extended to describe lifestyle segments 
in several countries. As a concept VALS represent a link between the 
personality orientation of psychology and the activities of lifestyles. 
2.14.2 Lifestyles 
This refers to distinctive ways of living adopted by particular members of 
society. Lifestyle is a manifestation of a number of behavioural factors, 
such as motivation, personality and culture and depends on the economic 
status of the people in question. If a number of distinct/discrete features 
can be identified and the number of consumers following it quantified 
these factors can accurately describe a lifestyle, thus allowing marketers 
to assign and target products and promotions upon particular target 
lifestyle group. 
The term lifestyle is applied in many everyday situations. Reference can 
be found to 'lifestyle choice', 'lifestyle magazines', 'healthy lifestyle' and 
'leisure lifestyle' in magazines and newspapers. The exact meaning of 
these and other similar items is never actually explained but there appears 
to be a common understanding that consumers are reflecting on a pattern 
of attitudes and behaviours and are in some way consistent across 
individual's life or a particular aspect of that fife. 
As businesses have grown to realize that the success of operations is 
more and more dependent upon an adequate knowledge of consumer 
behaviour, the importance of lifestyle market segmentation has increased 
steadily. 
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The topic of life-style market segmentation has been discussed by many 
authors, Michman (1991) and Kotler et al (1996) dealt with the concepts of 
marketing segmentation; the range of marketing differences; topics related 
to strategies, group dynamics, purchasing characteristics, and targeting 
markets; and purchasing behaviour and changing values as they pertain to 
life-styles. 
Viewing lifestyle market segmentation as just one aspect of an overall 
marketing plan, Kotler et at (1996) discussed methods for cultivating these 
markets through lifestyle segmentation strategies. Lifestyle segmentation 
was examined in relation to the impact on consumer behaviour of decision 
making, purchasing habits, and changing values. 
Lifestyle segmentation is applied to units of individuals. Clues to a 
person's lifestyle can be gained mainly from behavioural questions such 
as; interests, sports, hobbies, and activities, family situation, occupation 
income and basic demographics, ownership of products and brand 
consumption by individuals. Lifestyle is the patterns in which people live 
and spend time and money. Lifestyles are a result of the mix of economic, 
cultural and social forces that contribute to a person's human quality. 
The term lifestyle is used as a popular reference in the media and by 
qualitative researchers providing thumbnail caricatures of certain 
consumer groups, such as yuppies, dinkies and others. It is also used to 
built upon socio-psychological theory that people develop constructs with 
which to interpret, predict and control their environment. These patterns 
result in behaviour and attitudes maintained to minimise incomparability 
and inconsistencies in people's lives. 
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Taylor Nelson's (1986) taxonomy divides consumers into seven main 
groups on the basis of demographics, values and buying behaviour. 
For example Group. 1. Outer directed consumers. 
Conspicuous consumers 
Demographics Values Buying behaviour 
Conspicuous Work primarily for Wants the 'right' 
consumers money. product. 
20% of population. Average level of Heavy furnishing 
Predominantly leisure activities. buyers. 
women. Expect conformity Appearance over 
Slightly more in the from children. function. 
north. Not concerned with Follower of trends. 
All social classes. political/social issues. 
Middle income. Highly materialistic. 
'Successful' life style . Concern for future 
Less innovative. 
Figure 13 Taylor Nelson 
The other groups identified by Taylor Nelson are outwardly directed 
consumers, self-explorers, social resistors, experimentalists, belongers, 
survivors and aimless with associated generalisations made for each 
group. 
Among other lifestyle classification of consumers is that presented by 
McCann-Erickson in Morden, (1987). Among the life-styles were Men; 
Avant Guardians, Self-explorers and Women; Avant Guardians, Lady 
righteous. 
2.14.3 Psychographics 
Psychographics is the art of determining the perceptions, attitudes, drives, 
feelings and preferences of customers. It understands what they think, 
what motivates them, and what determines their behaviour in their 
purchase decision process. Gunter and Fumham (1992) discussed 
numerous ways to divide up customers into segments for specific products 
by behavioural and attitudinal criteria. Examples included typologies such 
as Taylor Nelson's Social Value Groups and VALs. 
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2.15 Consumer profiling 
Aligned with these attempts to categorise consumers into segments are 
others methods one of which some authors call consumer profiling (Kotler 
1988) or characteristics of consumers (Middleton 1994). 
Kotler (1988) argued that each customer segment that a company 
considers should be profiled in detail. This involves developing segment 
descriptors including demographics, attitudes and behaviour. Marketers 
hope to discover different profiles for their customer segments. In this 
research the segment profile was expected to differ by styles of 
purchasing, economic and psychological cost benefits and demographics 
providing an indication of the different characteristics of each segment. 
Kotler et al (1999) presented a three-stage procedure for identifying 
market segments, survey, analysis and profiling. The survey stage 
involves research to gain insight into consumers' motivation, attitudes and 
behaviour. Data collected includes attributes and their importance rating; 
brand awareness and brand rating; product user patterns; attitude toward 
the product category; and demographics of respondents. The data 
obtained are subjected to factor analysis and duster analysis to create a 
number of different segments. The profiling stage involves profiling in 
terms of distinguishing features such as attitudes, behaviour, 
psychographics and demographics. Each segment is given a name based 
on its characteristics. Kotler cited Andreason and Belk's (1980) six 
segments in attendance at performance arts. 
2.15.1 Characteristics of consumers 
Middleton and Clarke (2001) stated that a detailed knowledge of customer 
characteristics and buying behaviour is central to the activities of 
marketing managers in all sectors of the hospitality and tourism industry. 
They presented an overview of some of the characteristics consumers 
have acquired over the last two decades: more affluent measured in 
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disposable income, property ownership; better educated and interested in 
continuing education; more healthy and interested in more active pursuits; 
olderlmore leisured in terms of hours worked, more travelled in both 
business and leisure; more exposed to the media and information 
generally; more literate; more heterogeneous and individualistic with more 
cultural diversity. Middleton and Clarke's (2001) stimulus response model 
of consumer behaviour was based on six interactive processes, two of 
which, buyer characteristics and decision process are of interest to this 
research. 
According to Middleton and Clarke (2001) buyer characteristics, the 
decision process and motivation are the core elements of any individual 
behaviour model. Grouped around the focus of needs and wants are 
elements which combine to determine an individual buyer's disposition to 
act in certain ways. 
Socio-economic and demographic characteristics such as age and gender 
are easily quantifiable. These act as constraints or limits within which 
individuals' motivation and buying behaviour take place. Another element 
discussed by Middleton and Clarke (2001) they termed psychological 
attributes, also known as personality traits, which indicate the type of 
person an individual is and strongly influence the type of product bought. 
Middleton and Clarke (2001) discussed attitudes and presented Allport's 
(1935) definition, they pointed to grouping of attitudes into 'lifestyles' and 
classified buyers by attitude types. These two concepts were incorporated 
by the Stanford Research Institute in the USA in 1978 (VALS) and draws 
on Maslow's hierarchy. In the United Kingdom organisations such Taylor 
Nelson and Synergy Consulting used similar principles to divide the 
population into basic groups that were relevant to many facets of 
purchasing. Examples of these groups were; sustenance driven group, 
outer directed group, and inner-directed group (Synergy Consulting. 
London. 1998). 
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2.16 Styles of purchasing 
Styles of purchasing are characteristics which can be identified and 
categorised in consumer behaviour which when measured are used to 
provide an indication as to the way consumers are likely to behave in the 
act of purchasing. 
Styles of purchasing are a concept which this author sees as being allied 
with other concepts but -containing a combination of economic elements 
which have not received in-depth attention and application as this study 
intends. 
Where does this idea originate? The author is aware of the existence of 
the number of factors that influence consumer behaviour. These factors 
have been researched and reported on widely and it was to these sources 
that an exploration was undertaken. 
This research is concerned with considering the concept of styles of 
purchasing; does it exist and if it exists where is it located? In pursuit of 
answers to these questions a number of subject areas were studied. 
Some of these have been presented in this literature review and these will 
be returned to in the presentation of analysis and finding. 
2.16.1 Attitudes 
The earlier sections of this chapter have discussed some aspects of 
consumer behaviour this section will now present an overview of attitude 
and aspects which form the platform for the main part of the research. 
2.16.2 Definitions of attitude 
A style of purchasing may be regarded as an attitude. Like all behavioural 
concepts, attitude has numerous definitions; a few of the more common 
ones are given below: 
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In his definition Allport (1935) viewed attitude as learned pre-dispositions 
to respond to an object or class of objects in a consistently favourable or 
unfavourable way. 
Allport (1935) defined attitude as, 
a mental and neural state of readiness, organised through 
experience, exerting a directive or dynamic influence upon 
the individual's response to all objects and situations with 
which it is related (Allport 1935, p. 180). 
This definition is more complex than others because it incorporates the 
notion of a readiness to respond toward an object. 
Silverman (1974 p518) stated that 
an attitude is a tendency or predisposition to respond in a 
specific manner to particular stimuli (including people, 
objects and situation). 
The view of Fishbein and Ajzen (1975 p6) was: 
Attitudes are learned tendencies to perceive and act in some 
consistently favourable or unfavourable manner with regard 
to a given object or idea such as a product service or brand. 
Fishbein's (1975) interpretation of attitude was this: a person's overall 
attitude toward an object is seen to be a function of the strength of each 
number of beliefs the person holds about various aspects of the object and 
the evaluation given to each belief as it relates to the object. 
Fishbein's (1963) theory is the principal one which suggests that attitudes 
may have a variety of different components, these being cognitive 
(knowledge), affective (emotional) and conative (behavioural). According 
to Fishbein (1967,1971) the basic ingredient of an attitude is affect, a 
position that follows the earlier definition of Thurstone and Chave (1929) 
The definition of Sherif et at (1964 p4) was: 
Attitudes refer to the stands the individuals uphold and 
cherish about objects, issues, persons, groups or institutions. 
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Baron and Byrne (1987 p95) defined attitude as: 
relatively enduring organisations of feelings, beliefs and 
behaviour tendencies towards other persons, groups or 
objects. 
Thurstone and Chave (1929 p, 261) defined an attitude as 'the affect for or 
against a psychological object. Perry and Cacioppo (1986) defined 
attitudes as lasting general evaluations of people (including oneself), 
objects, or issues. Himmelfarb and Eagly (1974) described an attitude as a 
relatively enduring organisation of beliefs, feelings and behavioural 
tendencies toward socially significant objects, groups, events and 
symbols. 
Loudon and Della Bitta (1988 p 423) presented another definition: 
One conception is that an attitude is how positive or negative 
favourable or unfavourable or pro or con a person feels 
towards an object. 
This views attitude as a feeling or an evaluative reaction to objects. 
Sherif and Sheriff (1956) suggested a number of characteristics that typify 
attitude. Attitudes are learned, not inborn, however innate needs and 
drives may influence attitudes. They are fairly long lasting with only a little 
fluctuation in the short term. They are directed toward specific 
phenomena, such as persons, companies or brands. They can be formed 
toward virtually any phenomenon. Attitudes are based on drives however 
not all pre-dispositions can be called attitudes; some may reflect 
established habits. Preferences, which are based on drives, are attitudes. 
According to Berkowitz (1972) these definitions illustrate the range, which 
essentially can be broken down into three elements. 
1. The evaluative or feeling reaction 
2. Readiness to respond, this attitude relates closely to behaviour, 
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3. Attitudes are made up of a constellation of cognitive, affective and 
conative components, which are interrelated (Berkowitz 1972 pp 
46-47). 
Alongside these definitions is the work of Fishbein (1975 and 1983) on 
attitudes. 
Eiser and van der Pligt (1988) put forward the argument that an attitude is: 
not some vague kind of mood or sensation, but a form of 
experience that (a) refers to specific objects,..... events, people or 
issues, and (b) is primarily evaluative. 
We express our attitudes by describing the objects of our 
experience in evaluating terms. An attitude is not just a 'good 
feeling', but a feeling that something really is good or bad or 
whatever. We do not regard our attitudes as 'just a matter of 
opinion'. 
We regard our attitude as `the truth', at least until someone can 
introduce new facts or arguments to change our minds. (Eiser and 
van der Pligt 1988 p 1). 
The complexity of attitudes has been outlined here. They have a role as 
part of consumer behaviour and decision making research. The findings 
into attitudes and their application to consumer behaviour are presented in 
the following section. 
These definitions have points in common which are relevant to this study. 
Relative consistency: 
Attitudes are not permanent, they can be changed. However they 
tend to be reasonably well established, and to lead to behaviour 
with a reasonable degree of predictability - given suitable situational 
variables. 
Learned: 
Attitudes are 'learned' or conditioned, formulated with experience 
as a result of learning factors such as motivation, association and 
reinforcement, therefore dependent on individual perception. A bad 
experience may lead to developing a negative attitude associated 
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with that experience. If a product is associated with positive 
concepts in its promotional message, reinforced by experience, 
consumers are likely to develop a positive attitude. 
Predisposition: 
Attitudes are a predisposition to behaviour. However a given 
behaviour will not necessarily follow. 
Object: 
Attitudes relate to some aspects of an individual's environment it can be a 
thing, person, event, or concept. 
2.16.3 Attitude research and models 
Attitude research is commonly undertaken to investigate what is 
liked/disliked by and important to consumers, and so to gauge the 
likelihood that they will respond to aspects of marketing activities. Attitude 
research has made a considerable contribution to the study of consumer 
behaviour, this is reflected in the proliferation of theories and techniques 
associated with attitudes. In an effort to explain the relationship between 
attitude and behaviour, psychologists have constructed various models of 
the composition of attitudes: what factors are at work in them and how 
these factors interrelate. Dynamic models of how attitudes work are used 
to illustrate attitude and/or behavioural change. Attitude models seek to 
deal with consumer feelings toward various purchase attributes. 
Expectancy-value models, which have been heavily researched, proceed 
under the assumption that a product is made up of feelings towards a 
number of product attributes that yield an attitude (Bass and Talarzyk 
1972). 
Day's (1973) model assumed an additional relationship among weighted 
attribute beliefs, while in Fishbein's (1963) model the belief score relative 
to a given attribute (likelylunlikely) is multiplied by the evaluative measure 
(good/bad) and summed over the entire range. Fishbein's and Ajzen's 
80 
(1975) extended model was the result of his realisation that the attitude 
towards an object had limited predicted value related to behaviour. 
Attempts have been made to portray the factors underlying an attitude 
through the use of structural models. The single-component model (Eiser 
and van der Pligt 1988) is based upon a simple dichotomy. The 
psychologists who support the model consider that the essence of an 
attitude is the overall assessment of the attitude-object as 
positivelnegative or favourable/unfavourable. The affective component 
performs this function, and is therefore considered the one relevant 
component of attitude. 
This single-component attitude-affect model does have its limitations, 
these are, why or how the assessment was formed (by cognitive factors or 
belief), and whether the individual is likely to act according to their 
assessment (because of conation, or intent). 
A modified single-component model therefore recognises cognition and 
conation as important factors affecting attitude (rather than being part of 
it). The traditional rational view of attitude is that it precedes behaviour. 
individuals develop a response to something and act accordingly. 
The three-component model is posited on a more complex interpretation. 
Attitudes according to this view consist of three components: 
Cognition, concerning the information processing of the mind. This 
includes, knowledge, perception, and belief (or disbelief). Beliefs are 
mental or verbal statements that reflect the individual's knowledge and 
perception of something: a mental image in which the individual places 
trust, on the basis of objective factors (facts) and subjective factors 
(perception) alike. The individual knows, perceives and therefore believes 
that the attitude-object possesses certain attributes or properties and a 
given behaviour will lead to a given outcome. 
81 
Affect (or affectivity) concerns emotions and feelings. These may be 
positive, negative or neutral, and therefore 'evaluative' in nature, 
assessing the attitude-object favourably or unfavourably. 
Conation concerns the likelihood that the individual will respond to the 
attitude-object with a particular action or mode of behaviour. It is related to 
volition (will) and intention - e. g. consumer's intention to purchase - which 
may be strong or weak in relation to a particular attitude object. 'I might 
purchase'. or' I will probably purchase'... '1 will definitely purchase'. 
Other theories explain how action can precede or change attitude: 
individuals force themselves to do something, because they feel they 
must, and end up enjoying it, or reflecting on it as a positive experience. 
Clearly then there is no automatic, direct relationship between attitude and 
behaviour, as portrayed by component models. Insofar as attitudes and 
behaviour are interrelated the process may be portrayed as: 
Attitudes Behaviour Attitudes. 
4 No 
2.16.3.1 The impact of situational and environmental factors on 
attitude and behaviour. 
Situational and environmental factors affect an individual's behaviour, 
attitudes are not the sole variable involved. An individual's behaviour may 
be influenced by the situation, to contradict their attitudes. For example, an 
individual may have a strong liking for `environmental friendly' products - 
but they are more expensive, so for economic reasons they do not 
purchase these products every week. From this behaviour, it could be 
inferred that they had a negative or neutral attitude to environmental 
products: not so. 
An individual's attitude may also be influenced by the situation, the 
physical environment, the surroundings and social environment, time of 
day, season. For example an individual may have strong feelings on 
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smoking and health. They avoid it generally for that reason but may feel 
differently in some situations, such as where they smoke in response to 
peer pressure, after dinner or on social occasions. Individuals may be 
prevented from acting on their attitudes by having insufficient time, by 
available time or seasonable availability of items. Attitudes may also 
change according to time of day or individual's time of life. 
Other factors that determine whether or not individuals act on, or 
consistently with, an attitude include: the strength of attitude (including 
strength of the conative component); and the other attitudes the individual 
has which may; conflict with it, and so inhibit their acting on it; or be 
stronger or more relevant to the particular situation, and so distract the 
individual from acting on it at that time. 
Because of these problems of predicting a particular behaviour, on the 
basis of a particular attitude, psychologists have formulated complex 
models of the attitude-relationship as a dynamic process. What happens 
when individuals hold an attitude? Why does a person modify his/her 
behaviour in some situations - and his/her attitudes in others? 
In a series of investigations between 1963 and 1980 Fishbein put forward 
several new models, which were based, not on `consistency' but on the 
interaction of the various components of attitudes. These are: 
(a) the attitude-toward-object model 
(b) the attitude-toward-behaviour model, and 
(c) the reasoned action model. 
2.16.3.2 Attitude-toward-object model. 
An individual's attitude toward an object is the function of; the strength of 
their belief that the object possesses certain attributes, the evaluation of 
these attributes (good or bad) and the number of salient attributes to be 
taken into account in this way. 
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If the individual strongly believes that products or brands posses a large 
number of attributes that they evaluate as very positive and desirable, their 
attitude to that product will be very favourable. If on the contrary, there 
were fewer desired attributes, or more negative attributes, or the individual 
was not convinced that the product actually possessed those attributes, 
his attitude would be less favourable. 
2.16.3.3 Attitude-towards-behaviour model. 
Attitudes about an object (product) do not necessarily lead to behaviour 
(purchase). Fishbein and Ajzen (1975) considered that to learn anything 
about a potential act of purchase, it is necessary to know about an 
individual's attitude towards the act itself i. e. their intentions. An individual 
might like the object (say, a hotel) but have a negative attitude to actually 
staying there (purchase), because that act has consequences (say, spend 
a lot of money, difficulty of getting there). 
An individual's attitude toward an act is the function of, the strength of 
belief that the act will lead to particular outcomes, the evaluation of those 
outcomes (good or bad) and the number of salient outcomes to be taken 
into account in this way. 
If an individual believes strongly that a purchase action will have a large 
number of consequences, which they evaluate as positive and desirable, 
their attitude to the action will be very favourable and they will have a 
strong intention of acting. If there were fewer desired outcomes, or more 
negative outcomes, or the individual was not convinced that the outcome 
would in fact result from his action, their attitude would be less favourable 
and their intentions less strong. 
This model is attractive in that it can be used to tailor advertising and 
promotion to strengthen consumers' expectations of desired outcomes, 
which should have the effect of boosting their volition (will) or intention to 
purchase. There is however the problem previously discussed that even 
intent is not sufficient to guarantee action. 
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2.16.3.4 Theory of reasoned action. 
Building on previous research Ajzen and Fishbein (1980) formulated 
another model, based on their belief that the best indicator of 
action/behaviour is intention to act. He suggested that intention to act is a 
function of, attitude toward the act, and subjective norms that influence the 
individuals' social norms of behaviour as perceived by the individual. 
Researchers can measure subjective norms, by measuring the influence 
behind them: normative beliefs (beliefs about how significant other people, 
referents, would respond to the act) and motivation to comply with the 
opinions of these referents (how important they are to the individual). 
Evaluative beliefs 
Attitude 
about consequences bee 
ahavio 
io 
the 
of the behaviour 
bur 
Relative importance of 
attitudinal and normative Intention ---º Behaviour considerations 
Belief about how others 
would view one's f Subjective performance of behaviour norm 
and the motivation to comply 
with their views 
Figure 14 The theory of reasoned action (adapted from Ajzen and 
Fishbein, 1980). 
The model also assumes that the person will go through the process of 
identifying a set of relevant attributes, weighting them and summing them. 
Although the particular decision is likely to be highly involving, it is still 
possible that their attitude will instead be formed by an overall affective 
response. By combining these three elements, a consumer's overall 
attitude towards an object can be computed using a basic formula. The 
overall attitude score is obtained by multiplying a consumers rating of each 
attitude for all brands considered by the importance for that attribute. 
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2.16.4 Attitude Scaling and Measurement 
Attitudes are only inferred from behaviour, thus they are 'hypothetical 
constructs'. However, for their efforts to assess and change attitudes 
researchers require some degree of quantification of the strength and 
direction of these attitudes. 
For this research it was necessary to review the most common 
measurement techniques put forward. These are; Thurstone Scale (1929) 
Likert Scale (1932), Semantic Differential Scale (Osgood et al 1957), 
Guttman's Scalogram Analysis (1950), Kelly's Repertory Grid Technique 
(1955), McKeown and Thomas (1988) and Stephenson's Q Test (1935). 
These were evaluated for the purposes of this research. Stephenson's Q 
Tests were perceived as being most appropriate for the development 
stage of the research and Likert Scales were considered for use in the two 
postal surveys. 
2.16.5 Stimulus-Response Theory. 
Stimulus-Response Theory states that personality is the sum response 
habits conditioned (or learned) over time. As responses to given cues or 
stimuli are reinforced or rewarded, they become part of a person's 
behavioural repertoire. Any stimulus, if it reaches sufficient intensity, may 
become a drive. Drives energise, but do not direct, behaviour. While 
biological drives are relatively simple, the drive, which can culminate in a 
purchase response to a certain product stimulus, may be very complex 
(Berkman and Gilson1978). 
The Stimulus-Response Theory has important implications because 
consumers may be driven to respond in a certain way. However, 'it 
remains quite difficult to measure the intensity of market stimuli in 
individual consumers by personality' (Berkman and Gilson 1978, p. 289). 
86 
2.16.6 Trait Theory. 
Trait theory has been the primary basis of marketing personality research. 
Allport (1968) suggested that traits are attributes, which make a person 
functional and identify one as a given person. Trait is more specifically 
defined as 'any distinguishing, relatively enduring way in which one 
individual differs from another' (Guilford, 1959, p. 6). For example, caution 
and deliberateness are traits, which may produce a high level of risk 
perception and an attitude of unwillingness to try new products or to 
experiment. It is unlikely that this type of consumer would buy products 
impulsively. Trait theory represents the most popular approach to 
measuring consumer personality (Schiffman and Kanuk, 1994). The 
orientation of trait theory is primarily empirical; it focuses on the 
measurement of personality in terms of specific psychological 
characteristics of the individual called traits. For the present study, the 
usefulness of trait theory can be applied in identifying particular traits that 
are common among impulse buyers. Although this area is not dealt with in 
depth, it is important to be aware that there are specific traits generally 
applicable to consumers who are more likely to purchase products on 
impulse. This factor can be seen in the light of the adoption process, 
where people differ markedly in their readiness to try new products and 
personal influence plays a large role in the adoption of new products and 
trial of other products (Kotler et al 1999). In the case of impulse buying 
and the effect of in-store stimuli, certain people may be more prone to 
impulsive behaviour and others may be more sceptical towards in-store 
stimuli. 
2.16.7 Locus of Control. 
Another aspect of consumer behaviour was presented by Rotter (1966), 
who proposed that the likelihood of an individual's engaging in a particular 
act is a function of the person's expectancy that the act will yield rewards 
and the personal value of those rewards to the individual. In essence, 
Rotter's proposal rests on the notion of locus of control is the extent to 
which individuals believe that control over their lives lies within their own 
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control or in environmental forces beyond their control. Someone who 
strongly believes that they control events has a high internal 
locus of 
control, while someone who feels that they are at the mercy of fate 
has a 
high external locus of control. 
Rotter developed a scale for measuring the extent to which an individual is 
internally or externally oriented. The Internal-External Control Scale asks 
respondents to choose one or two possible interpretations as the cause of 
an event. The alternatives reflect internal versus external control. 
Research based on locus-of-control concept has yielded some interesting 
results. It has been found, for example, that internally oriented individuals 
are less likely to respond to group pressure or persuasive communication. 
The reverse of this means that externally oriented individuals are more 
likely to respond to group pressure and or persuasive communications. 
Social class and racial differences in locus of control have also been 
reported, in that upper-class individuals and whites tend to score more 
internally oriented relative to lower-class individuals and blacks. Because 
social class is correlated with race, it is difficult to say whether poverty or 
discrimination is a more important cause of an external locus of control. 
Finally, it should be noted that internally and externally oriented individuals 
differ in the kind of rewards they prefer. Externally oriented individuals, 
who believe that forces beyond their control are responsible for success, 
tend to prefer such extrinsic rewards as increased pay and job security. In 
contrast, internally oriented individuals usually prefer intrinsic (self- 
supplied) rewards such as feelings of accomplishment and sense of 
achievement. Locus of control also involves a delay of gratification factor, 
which refers to a person's ability to give up an immediate, small reward in 
favour of a larger reward. 
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The use of economic locus of control scales for investigation aspects of 
organisational and occupational behaviour is discussed by Fumham, 
(1986). These studies set out to examine the application of locus of control 
concept to economic behaviour and devise a scale to measure these 
beliefs. Based on other applied locus of control scales, a questionnaire 
was devised to examine those beliefs which were investigated 
psychometrically. The scale yielded four interpretable factors, which were 
related to established scales. The scales that discriminated most 
concerned chance economic locus of control beliefs, which were related to 
sex, age, and income. 
2.17 Economic Behavioural Determinants. 
The previous sections of this chapter have discussed some psychological 
aspects of consumer behaviour; this section will now present an overview 
of some economic aspects that form the platform for the main part of the 
research. One of the main premises of this project is that the writers 
putting forward the models on consumer decision-making process have 
overlooked the impact of behavioural economics on consumer attitudes 
and behaviour. In order to address this deficit works of other authors 
including Katona (1960), Niss (1974) Deaton and Muellbauer (1980) and 
Earl (1986) were explored. 
2.17.1 Economic psychology 
According to Maital (1982) psychology is used by economists to 
distinguish factors that create individual variations in economic behaviour 
and that consequently are responsible for making economic behaviour 
hard to predict. Economics has to do with the handling of scarce resources 
and expresses activities and outcomes of activities in monetary terms, the 
second part, psychology indicates that economic psychology is concerned 
with the human experience and behaviour. Combining the two 
components gives the result that economic psychology encompasses the 
study of human behaviour and experience in connection with how scarce 
resources in terms of money; time and effort are handled so as to satisfy 
needs. 
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2.17.2 Economic aspects of decision making 
The theory behind behavioural economics, which is concerned with the 
human side of economics is presented by Katona (1960) as being the 
study of how consumers' motives and their expectations about the future 
affect their current spending and how the decisions of individuals impact 
on the well being of society. 
This theory was developed by van Raaij (1981) and further discussed by 
Carroll (1994). Van Raaij pointed out that, a basic assumption of 
economic psychology is that consumer demand for goods depends on 
both their ability to buy and their willingness to buy. Demand for 
necessities can be stable over time; other expenditures can be postponed 
or eliminated if individuals do not feel that the present is a good time to 
spend money. 
2.17.3 Economics 
Economics is not just about money and numbers. It is also about the 
attribute of value (as measured by money), and the exercise of choice in 
the deployment of resources (which are scarce) towards the satisfaction of 
wants, through systems of exchange (mainly the exchange of money for 
goods). 
Economics works on the assumption that humans are both highly rational 
and motivated by purely economic considerations. All other things being 
equal, it is therefore possible to predict individual and organisations 
behaviour using the ' black box' approach. A simple view of the 
relationship between input and output provides a useful starting point for 
forecasting behaviour, but it is not entirely satisfactory. Total rationality in 
human decision-making is, extremely rare and complex non-economic 
influences are at work inside the 'black box'. 
In practice it can be said that buying behaviour is at least partly 
determined by basic economic factors such as: 
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a) the disposable income available for spending on consumable; 
b) the price of the goods and services available; 
c) the relative price of 
(I) substitute products - which might 'win' over an original 
preference; and 
(ii) complementary products, which are related to the original 
purchase (e. g. film and processing for camera, or paper and 
servicing for `fa)' machine: given 
d) basic ideas of what constitutes 'value for money'. 
An economic aspect, which has an impact on consumer's ability to spend, 
and which influences their behaviour, is their discretionary income. As 
discretionary income increases in line with overall income, consumers 
have to make more choices about what to spend this extra wealth on. 
Solomon (1996) pointed out that a consumer's anxieties about money are 
not necessarily related to how much they actually have. Acquiring and 
managing money is more a state of mind than the bank balance. He 
continued by pointing out that for many people, money is equated with 
security and comfort, so the prospect of losing that security is stressful. A 
survey carried out by Roper/Starch World-wide and reported by Sullivan 
(1994) found that security was the attribute most closely linked to the 
meaning of money, others being comfort, being able to help one's 
children, freedom and pleasure. Those researchers identified seven 
distinct types of money personality. It is the endeavour of this present 
research to identify five different types of consumer personality using 
profiles and characteristics by which to identify them. 
Solomon (1996) further postulated that when consumers are pessimistic 
about the state of the economy they tend to cut back their spending and 
take on less debt. On the other hand, when there is optimism about the 
state of the economy there is a tendency to reduce amounts being saved, 
more debt is taken on, and purchasing on discretionary items increases. 
91 
This is a factor, which is not taken into account by the majority of authors 
including Nicosia (1966), and Howard and Sheth (1969) or in the 
discussion presented on their models of consumer behaviour. 
Another view of economic aspects of the decision making process was 
discussed by Niss (1974), that of Rational Goal Attainment (RGA), 
establishing an appropriate order of steps which a person follows in 
reaching a decision. This is similar in many respects to other decision- 
making processes discussed except that it focuses on economic 
dimensions. Included in these is a discussion of cost benefit analysis, 
analysis of the various alternatives and establishment of a cost and benefit 
associated with these alternatives. 
Niss (1974) expressed this in the following steps 
1st Needs/Goal and objective expressed in terms of available 
satisfaction. 
2nd Quality of satisfaction that can be received must be measured. 
3rd Collect data relating to cost. 
4th Analyse and seek potential alternatives which may be able to 
provide the same level of satisfaction or meet some goals either 
more cheaply or other benefits. 
5th Analyse data to make decisions. 
Rational goal seeking means consumers attempt to follow either a cost 
benefit analysis technique or in a more loose fashion a rational goal 
attainment process in order to maximise satisfaction given the income 
which is available. The process of attaining goals and achieving 
satisfaction requires that consideration be given to alternative costs and to 
alternative purchases, individual will attempt to achieve the highest level of 
satisfaction or profit for the least outlay. 
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2.17.4 Cost Benefit Analysis 
A cost benefit analysis weighs up the various alternatives available in 
order to establish the cost and benefit associated with these alternatives. 
The process of attaining one's goals and achieving satisfaction requires 
that consideration be given to alternative costs and to alternative 
purchases. Most consumers live by the economic assumption of 
maximising utility. Consumers try to get the most from their limited 
resources, however such a task is complicated. To simplify their decisions 
many consumers have developed rules to guide their purchasing actions. 
Unfortunately these rules often leave much to be desired if the consumer 
is trying to maximise satisfaction. Frequently higher price or name brand 
items will be found to be inferior to less expensive and non-name brand 
goods. Price and brand give little assurance of quality and even less 
assurance of getting value for money. Niss (1974) conducted a long 
discussion on economic principles of private brands, concluding that 
private brands are not necessarily inferior in quality. 
Consumers must make choices they must allocate their scarce resources 
in such a way as to maximise utility. The particular mix of goods and 
services chosen by the consumer depends upon their evaluation of the 
utility obtained from alternative goods. 
Other factors that contribute need to be understood if a satisfactory picture 
of consumer behaviour is to be explored. Basic economic factors, 
available expenditure, the price of the product and basic personal 
perception of what constitutes good `value for money. ' 
2.17.5 Economic aspects of consumer choice. 
The economic approach sets out a theoretical analysis of consumer 
demand based on the concept of rationality, and focuses on the way which 
consumers' demand may rise or fall according to fluctuation in 'objective' 
economic criteria such as the relative price of goods and income. 
Consumers are clearly constrained; there is a limit to the quantity of a 
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good or combination of goods that can be produced. The price of good 
and income of the consumer determine budget constraints. 
Katona (1975) was interested in how consumers choose, and was in 
many ways successful in bridging the gap between economists and 
psychologists. He was directly interested in consumers' 'expectations', 
'attitudes', 'levels of aspiration', 'social learning', and 'cognition'. 
What one wears and what one buys can communicate information about 
social class and values, but unlike some writings on conspicuous 
consumption, what is communicated, about the person is much subtler 
than the price displays alone. (Veblen 1953). Consumption, which is too 
conspicuous, identifies the nouveaux riches. 
2.17.6 Choices, Attitudes and Evaluation of Alternatives 
When people make choices or take decisions there are a number of 
different outcomes that are possible from such a choice or decisions. 
Edwards (1954) assumed that people attempt to maximise their utilities in 
the choices they make. The outcomes of choices are uncertain. Therefore 
each choice is made up of subjective probabilities about various outcomes 
each of which has a subjective utility attached. 
Although price and budget constraints are the cornerstone of the 
economic theory of consumer demand, some economists have questioned 
these simplifying assumptions. Gabor and Granger (1966) were able to 
show that price can act as an indicator of quality. In related research it has 
been revealed that the consumers have both upper and lower limits in 
mind when making a purchase decision (Stoetzel 1954), even that there 
may be psychological price thresholds (Reynaud 1981). 
2.17.7 The Economic Problem of Choice. 
There would be no economic problem and, therefore, no need for 
economic investigation, if resources were large enough to satisfy all 
wants; if food, clothing and shelter could be obtained without first having to 
94 
earn the means to pay for these things. Not many individuals, however, 
are fortunate enough to get such things for nothing; most have to work to 
obtain the means to buy them. Even then, few people acquire all the 
things that they would like to acquire. Most have only limited means. 
Monies are allocated to purchasing food and clothing; to paying for 
housing, council tax and insurance; to meeting travel and holiday 
expenses. Consumers have many things to do with their income and it is 
rarely large enough to purchase all the things they need. Individuals do cut 
out one expense in order to purchase an alternative. Thus, consumers are 
continually weighing up wants for one thing against wants for another, 
confirming one item of expenditure against another. Consumers' time, too, 
Is limited. There is not the time to do all the things they want to do. They 
therefore have to allocate time to working, eating, sleeping and leisure; the 
time allocated to one purpose is not available for another purpose. 
Economists sum up this situation by saying that people are constantly 
confronted with the problem of choice. Whether at home or at work they 
are constantly 'economising' in one direction or another but because 
consumers' time and means are limited, and because there are alternative 
ways in which to use them, consumers are continually being faced with 
economic problems. They are continually considering how to allocate or 
'economise' or budget resources and time in order to get the most 
satisfaction from them. Such decisions by consumers are made so 
frequently that they are largely automatic and subconscious. Yet the 
nature and extent of human economic activity is determined by these 
decisions. 
2.17.8 Utility 
The term `utility' helps to differentiate objective monetary value from 
subjective value. Ramsey (1926) embodied the subjective element in 
assessments of probability and value in subjectively expected utility. 
Subjective expected utility theory is a prominent approach to human 
decision making. A person who has little money will find that they get 
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greater utility by shopping very carefully, by taking much time to obtain 
bargains. By so doing their income is stretched and they can buy other 
items they need, thereby obtaining a higher level of utility than before. On 
the other hand a person who is well off may find that the money saved by 
shopping carefully is so slight that it is not worth the trouble because their 
time is worth more than the possible saving. The person with a relatively 
high income gains more utility by conserving time than money. A person of 
moderate income could expect to have different purchasing habits and 
techniques than others with more or less income. Yet despite these 
different habits all can be maximising utility from their scarce resources. 
Most consumers live by the economic assumption of maximising utility. 
Consumers try to get the most from their limited resources, however such 
a task is complicated. Consumers must make choices; they must allocate 
their scarce resources in such a way as to maximise utility. The particular 
mix of goods and services chosen by the consumer depends upon their 
evaluation of the utility obtained from alternative goods. A person who has 
little money will find that they get greater utility by shopping very carefully, 
by taking much time to obtain bargains. A person of moderate income 
could expect to have different shopping habits purchasing habits and 
techniques than others with more or less income. 
Consumers will need to make choices for a variety of reasons, the most 
prominent being the limitation of their resources. Utility is the satisfaction 
or benefit derived by the consumer from the purchase of goods or 
services. Consumers will seek to maximise the utility they get from their 
disposable income. 
Utility is applicable to the purchase of any economic good, such as a 
house, life insurance, food, clothes and holidays. There is, for each 
commodity and for each individual, a point beyond which the money 
representing the price of another unit of that commodity could be more 
advantageously spent on something else. Consumers' desire for 
96 
commodities tends to diminish with every increase in the quantity they 
posses, the utility of each additional unit decreases. The economist 
expresses this tendency, as the Law of Diminishing Utility common to all 
individuals and applicable to all things. 
As the amount of money at consumers' disposal is limited, they attempt to 
derive the greatest possible utility from their expenditure. To do so, they 
will compare the utility of the various commodities they wish to purchase. 
The consumer will have solved their problem of deriving maximum 
satisfaction from their expenditure when the marginal utility of their 
expenditure on each of their purchases is the same. At this point, they will 
be indifferent to the various ways of spending their money, because a unit 
of money will give them the same satisfaction whatever they buy. They 
cannot gain by re-arranging their expenditure in any way. Before this point 
is reached, they may add to their satisfaction by buying a little more of one 
commodity than another. 
2.17.9 Value 
Hogg and Vaughn (1995) offered the view that an attitude can be 
conceptualised as a set of integrated beliefs with an effective loading. 
From such a view springs a further level of analysis and another term 
value. 
A person's values play an important role in their consumption activities, 
since many products are purchased because it is believed they will help to 
attain value-related goals. Such value drives are part of consumer 
behaviour and as such any research on consumer behaviour is related to 
the identification and measurement of values. This process can take 
many forms of qualitative and quantitative research techniques. 
Values have become associated with lifestyles, a combination of 
consumers' patterns of living as expressed in their activities, interests and 
opinions, profiling something more than a person's social class or 
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personality. The technique of measuring lifestyle is known as 
psychographics. Several organisations have developed lifestyle . 
classifications. Kotler et al (1999) discussed the most widely used the 
Stanford Research Institute, Values and Lifestyle (VALS) typology. 
Everyday-Life Research by SINUS GmbH, a German company identified 
'social milieus' covering Europe it describes the structure with five social 
classes and value orientations. 
These lifestyle concepts and values were considered as they could have 
provided a framework for this research. If chosen carefully they can help in 
understanding consumer lifestyles and values and how they affect buying 
behaviour. They formed part of this research and the various 
methodologies evaluated. 
Allport and Vernon (1931) identified six broad classes of value orientation 
within a person. These are theoretical, economic, aesthetic, social, 
political and religious. 
The notion of value is intimately connected with that of wealth. The value, 
that is the exchange value, of one thing in terms of another at any place 
and time, is the amount of that second thing which can be got there and 
then in exchange for the first. Thus the term value is relative, and 
expresses the relationship between two things at a particular place and 
time. 
2.17.10 Rokeach Value Survey 
Rokeach (1973) put forward the view that values should be conceived less 
in terms of interest or activities and more as desirable end states of 
existence and modes of behaviour (goals). A value is a higher order 
concept, which can play a guiding and organising role in relation to 
attitudes. Ideology and social representation are other related concepts. 
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Examples of values influencing human behaviour are discussed by 
Rokeach (1968). His view is that values guide actions, attitudes, and 
judgements and the consequences of people's values are evident in 
particular acts, a phenomenon that social scientists may think worthy of 
study and understanding. Even though the influence of values may be 
pervasive in much consumer behaviour very little research has been 
conducted on the subject. In order to create a meaningful objective 
research instrument to improve the value measurement process Rokeach 
created the Rokeach Value Survey (RVS), consisting of two sets of values 
- eighteen instrumental values and eighteen terminal values - each of 
which is ranked by subjects in order of the value's importance or is 
responded to on an agree-disagree scale. 
2.17.11 Saving 
Keynes (1936) listed eight motives or objectives that people have for 
saving money, though he provided no data to support his categories. The 
eight motives were: 
1. Precaution. To build up a reserve against unforeseen 
contingencies. 
2. Foresight. To provide for an anticipated future relation between the 
income and needs of the individual or their family different from that 
which exists in the present. 
3. Calculation. To enjoy and appreciate, because larger real 
consumption in the future is preferable to a present smaller 
consumption. 
4. Improvement. To enjoy the gradual increasing expenditure since 
most people look forward to a gradually improved standard of living. 
5. Independence. To enjoy the sense of independence and the power 
to do things, though without a dear idea of definite intentions of 
specific actions. 
6. Enterprise. To secure a capital mass to carry out speculative or 
business enterprise. 
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7. Pride, to bequeath fortune to others. 
B. Avarice, to satisfy pure miserliness 
Duesenberry (1967) proposed a sociological theory which separated the 
propensity to save from the absolute level of income relating it more 
directly to social factors such as the relative position of the consumer in 
the income distribution of their population. Therefore, over a period of 
rising income the savings ratio should remain approximately constant. 
Hence, a person on a high income will be able to satisfy all the basic living 
requirements put upon them and will have a residue for saving while the 
low income consumer will never have enough to save as all the money is 
consumed by meeting basic demands. Saving is not possible as all money 
is consumed by meeting basic demands. 
For the compulsive saver for whom saving is not a means to an end; it is 
an end in itself, saving is its own reward. It has been suggested that 
compulsive savers have had anxious and an insecure childhood and that 
saving represents security. 
Friedman (1957) proposed a permanent income theory, which is purely 
economical and rational. It is assumed that savings are provisions for the 
future not residual phenomena. The 'actuarial' consumer saves to even 
out his income over the life span to ensure a permanent income though 
the time considerations may be longer for some categories and shorter for 
others. Aggregated data could be provided to support or refute these 
theories, yet economists or statistical analysis cannot show whether the 
motives that people have for saving are indeed those proposed by 
economists. 
217.12 Ekehammar's cost - benefit analysis 
Ekehammar (1977) discussed cost-benefit analysis as a conceivable 
model. In short, cost - benefit analysis purports to specify which costs 
(sacrifices) and benefits (rewards), as well as the size of these, will result 
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from each alternative of action available to a person when confronted with 
a certain choice situation. 
He distinguished and analysed three different types of cost-benefit 
models, economic cost-benefits, psychological-economic cost benefits and 
purely psychological cost benefits. According to the traditional economic 
cost-benefit model, and in line with the human capital conception, the 
choice of continued education may be regarded as an economic 
investment. Thus, the person forfeits an income during his education 
years in order to gain, most probably, a higher income upon completion of 
his education than he would have had without it. If a person were to follow 
the standard procedure used by economists in the choice situation at 
hand, he would need to make relatively complicated calculations which 
would require income statistics, income tax tables, interest tables, etc. 
Secondly Ekehammar (1977) suggested a psychological-economic cost- 
benefit model which, in contrast to the economic prototype, is built on the 
person's perceptions and expectations with regard to economic costs and 
benefits. Thus, the cost-benefit estimates are still made in monetary terms 
but a psychological component has been introduced, in contrast to the 
economic model above. 
Thirdly, as a final step a purely psychological cost-benefit model is 
outlined, in which the cost component was broadened to include different 
types of psychological sacrifices and the benefit component of different 
types of psychological rewards. According to this model, the different 
option at some point in the individual's career choice process could be 
analysed in terms of the psychological costs and benefits, which the 
person associates with the options of action. Thus, in Ekehammac's 
research the model assumes that an individual chooses a given course of 
study or work not only on the basis of economic motives but also in order 
to attain or satisfy psychological and social-psychological goals. In 
accordance with the earlier models, the person should choose that options 
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for which the difference between psychological rewards and psychological 
costs is a maximum. 
In accordance with the earlier models, the person should choose that 
options for which the difference between psychological rewards and 
psychological costs is a maximum. There are two main ways to measure 
these cost-benefit components; to evaluate the psychological aspects in 
monetary units or to measure all aspects, including the economic ones, on 
psychological scales. The first alternative implies almost insoluble 
evaluation problems while the second one seems realistic and is in line 
with psychological measurement in general. This approach has also been 
used in the relatively few attempts at non-economic cost-benefit models 
which have been presented within the social and behavioural sciences. It 
may be concluded that, of the models compared, the psychological cost- 
benefit model seems to have the greatest potential in the context of 
educational and vocational choice. 
This research took Ekehammar's model and applied it in a different 
context, that of purchasing a holiday. 
2.17.13 Conspicuous consumption. 
Veblen first coined this term in 1899 as a way of describing the motivation 
to consume for the sake of consuming. He felt that a major role of 
products was for `individual distinction', the use of consumption to inspire 
envy in others through the display of wealth or power. He used it to refer to 
the desire of individuals to provide prominent, visible evidence of their 
ability to afford luxury goods. 
2.18 Other aspects not considered 
There are of course other factors, which could be considered such as, 
group influence, opinion leaders, family and family life cycle. Rogers 
(1983) also recognised the importance of innovation and speed of 
adoption. An alternative approach proposed by Ehrenberg (1972) is to 
study consumer-buying patterns in different markets. While recognising 
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the value of these aspects in respect to understanding consumer 
behaviour they are outside the scope of this research. 
2.19 Research objectives and questions 
Following this literature review on the subject of consumer behaviour with 
particular emphasis on the decision making process and a search for the 
concept of styles of purchasing, a number of questions arose. 
Has the literature review provided evidence of the existence of styles of 
purchasing, do styles of purchasing as a concept exist? The simple 
answer to this question is no, however it was found that similar concepts, 
those of lifestyles and customer profiles, exist and have been used by 
researchers in attempts to classify aspects of consumer behaviour. 
This literature review has centred on the main supposition behind the 
study that there exist within the field of consumer behaviour and the 
decision-making process in particular, certain characteristics which can be 
identified and then used to classify consumer into typologies. 
The three main questions the research sought to address were: 
1. Is there a concept of styles of purchasing? 
2. Does style of purchasing vary by demographic variables? 
3. If so does it influence the cost benefit process within purchase 
decisions? 
Breaking down the main objectives resulted in the research being refined 
with the objectives forming two stages. Stage one the development stage 
would seek to establish the preliminary case for the existence of styles of 
purchasing. Stage two would explore and confirm the initial findings from 
stage one and establish whether economic and psychological cost 
benefits featured in holiday purchase decisions. 
6 
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Focusing on the first area a number of refined research questions were 
established, these were: 
1. What are styles of purchasing? 
2. Do they exist and can their existence be confirmed? 
3_ If they exist where are they located? 
What are styles of purchasing? Attitudes associated with consumer 
behaviour, which provide an indication as to the likely behaviours that 
those styles will exhibit. 
Do these styles exist? The literature review showed no evidence to 
support that they did; however it was suspected that they did but this 
needed to be established and confirmed. The means chosen to 
establishing their existence was through a series of Q-tests in the 
development stage. Further testing to confirm their existence would be 
done in the second stage of the research through survey one. This would 
address the question, where are they located? 
Having decided that this was an appropriate solution to the problems, the 
objectives of the development stage of the research were refined. 
2.19.1 Revised research objectives 
The refined objectives were to establish the preliminary case for the 
existence of styles of purchasing. To explore and confirm the existence of 
these styles, and once established, substantiate where they are located. 
2.19.2 Revised objectives for the methodology 
This refining of the research objectives resulted in the objectives for the 
research becoming more focused, These were first to establish the 
preliminary existence of styles of purchasing, then to confirm do these 
styles influence purchasing decisions and subsequently do these styles 
vary by demographic factors. These refined objectives would be 
addressed in the following questions. 
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1. How can a typology of styles of purchasing be developed? 
2. Assuming the purchase decisions are cost ! benefit decisions can styles 
of purchasing be measured by cost /benefit behaviour? 
3. What economic and psychological factors influence or determine 
cost/benefit analysis? 
The development stage of the research applied to the first question and 
the main research surveys, stage two, address the other two questions. 
Those stages of the research are presented and discussed in detail in the 
next chapter of this thesis. 
2.20 Summary 
Within the context of this study this chapter has examined the theoretical 
background to consumer behaviour, it then proceeded to identify some 
underlying aspects that influence this behaviour. The traditional models 
associated with consumer behaviour were analysed and contrasting 
aspects of each were considered. This was followed by a review of the 
decision making process and the various stages that a consumer goes 
through during that process. The discussion progressed by looking at the 
works of authors who, while not seen as being the principal authorities on 
consumer behaviour, offered their perspective and made their 
contributions to the body of knowledge on consumer behaviour. This 
section has widened the debate on aspects, which impact on consumer 
behaviour that previous authors appeared to have overlooked. 
The literature concerning the types of decision-making in which 
consumers engage presented the major stages of the consumer buying 
decision process and the factors that influence it. This was done by way of 
assessing the importance of understanding consumers' buying behaviour. 
This chapter provided a background to the field of consumer behaviour, 
the decision making process and divides that subject into areas relating to 
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personal, sociological economics and psychology. Economic aspects and 
the psychological aspect of attitude were discussed in details and 
identified as appropriate locations for this research to be concentrated. 
This chapter has presented a review of the literature considered relevant 
to this research- Through a process of focusing the review through the 
various stages it progressed until it arrived at the salient topics on which 
the research is based, attitudes and their influence on the decision making 
process. This lead to the objectives of the research being clarified and the 
research questions being formulated. The methodology employed to 
address these objectives will be discussed in detail in the next chapter. 
(P 
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Chapter Three Methodology 
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3 Methodology 
3.1 Introduction 
This chapter is divided into nine sections. Following this introduction they 
are: 3.2 research objectives, 3.3 research design, 3.4 the development 
stage, 3.5 stage two, 3.6 survey one, 3.7 survey two, 3,8 summary of the 
surveys, 3.9 summary of the chapter. 
This chapter considers the research objectives, the research questions, 
and the methods used to pursue them. It opens with a discussion of the 
research objectives and the research questions, which were arrived at 
following a review of the literature. These objectives are refined and 
discussed leading to a presentation of the revised objectives for the 
methodology. Justification for the chosen research methods follows the 
discussion of the revised research objectives. 
The research is a fairly complicated set of step-by-step procedures and 
the aim of this chapter is to provide a clear description of the steps 
undertaken to address the research questions. Essentially the study falls 
into two stages: the development stage and the survey stage. The 
analysis and findings from the development stage are also presented in 
this chapter. The findings and analysis from the second stage, the main 
research, two surveys, are presented in the following chapter. 
The question which this research attempts to address is: what is the 
interrelationship, if any, between styles of purchasing and the relative 
influence of economic and psychological cost benefits on holiday buying 
decisions? 
This initial question was examined to determine how it could be divided up 
and approached in terms of a set of quantifiable objectives. Thus the 
objectives of the research were to investigate, what role styles of 
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purchasing played in the decision making process and whether economic 
and psychological factors play a part in the process. 
3.2 Research objectives and questions 
3.2.1 Introduction 
This section covers the overall objectives of the research, and the means 
by which these were dissected and revised. The research questions that 
originated from these objectives are then presented. The project would 
involve developing a means of measuring and testing for the existence of 
styles of purchasing. If styles of purchasing were shown to exist, 
established and confirmed, the research could move on to apply the 
concept to a situation in a hospitality and tourism context. 
Firstly a review of the literature was conducted into areas of consumer 
behaviour. These areas were: decision-making, consumer profiling, 
lifestyles, styles of purchasing, economic and psychological cost benefits, 
and holiday buying decisions. That literature review was presented in the 
previous chapter. 
The ideas of styles of purchasing are important to this research however 
the literature review does not uncover them. It was decided that this 
presented a research opportunity to address that deficit. 
Research questions I objectives 
The three main questions this section of the research sought to address 
were: 
1. Is there a concept of styles of purchasing? 
2. If so does it influence the cost benefit process within purchase 
decisions? 
3. Does style of purchasing vary by demographic variables? 
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As no specific concept of styles of purchasing had been found in the 
literature it was necessary to establish a preliminary case for their 
existence. Since the concept had not been established it was not known 
whether they influenced purchase decisions. Neither was it known if styles 
of purchasing vary by demographic variables, therefore these also had to 
be tested. These considerations resulted in the following objectives: 
To establish a preliminary case for the existence of styles of purchasing. 
To confirm the existence of styles of purchasing. 
To show how styles of purchasing moderates cost I benefit considerations 
in decision-making. 
To determine whether style of purchasing vary by demographic variables. 
To establish whether economic and psychological cost benefits feature in 
holiday purchase decisions. 
The objectives pointed to a two-stage investigation. Stage one, the 
development stage, would seek to establish the preliminary case for the 
existence of styles of purchasing. Stage two would explore and confirm 
the initial findings from stage one and establish whether economic and 
psychological cost benefits featured in holiday purchase decisions. The 
influence of demographic variables on style of purchasing would also be 
examined in this second stage. 
The objectives generated the following research questions: 
1. What are styles of purchasing? 
2. Do they exist and can their existence be confirmed? 
3. If they exist where are they located? 
4. Does style of purchasing vary with demographic factors? 
A dictionary search was conducted to define the words in order to clarity 
the term. Style: the style of something is the general way it is done. 
Purchasing: act of buying Concise Oxford Dictionary (1986). Putting the 
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two words together resulted in the following working definition. Style of 
purchasing is the way people purchase goods and services with consistent 
behavioural patterns. 
3.3 Research Design 
Having clarified the research objectives and questions and revised the 
research objectives consideration was given to the methodologies that 
would be used in the research. It was decided to conduct the research in 
two stages. Stage one, the development stage and stage two, the main 
research. An out line of the research process is shown in the methodology 
flow chart 
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The objectives of the development stage would be to establish the 
preliminary case for the existence of styles of purchasing. The objectives 
of the second stage the surveys, would seek confirmation of these 
established styles and determine where they are located. 
Q-methodology was chosen for the development stage of this research 
because it was considered to be a way of investigating and establishing 
the existence of styles of purchasing. The methodology is straightforward, 
authenticated and recognised as a means of determining an assortment of 
features that can be assigned to subjects. 
Stage two used a quantitative method, a postal survey to obtain data from 
a large population from a wide geographical spread. Typically the findings 
from a quantitative survey can be easily interpreted and understood using 
a range of statistical methods. Conclusions can then be presented and 
recommendations made based on a thorough research process. Survey 
one was conducted using 2000 subjects and survey two using 1000 
subjects. The data were collated and statistically analysed. In this 
research it was a cost effective way to obtain sufficient data that could be 
analysed and validated. 
3.4 The Development stage 
What were being sought were typologies of consumers, which would be 
an indication of their style of purchasing? As it was not possible because 
of the limited time and resources available to conduct observational 
research to test for the existence of styles of purchasing, other means had 
to be employed. This was achieved by establishing definitions and 
characteristics for styles of purchasing and subjects, categorising them as 
part of a series of Q-tests and analysing the results. 
The development stage used Q methodology to search for a concept that 
captures the notions of value for money and life-style in terms of a style of 
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purchasing and spending. Therefore the starting point must be that if they 
exist, they will do so within the pattern of an individual's subjectivity. 
The methodology needed to be of a qualitative nature to explore issues 
and ask questions, which would be addressed in the subsequent 
quantitative research. The qualitative research dealt with complex issues 
and provided a rich insight into behavioural issues. 
3.4.1 Q methodology 
Q methodology was first introduced by Stephenson (1935) and developed 
by McKeown and Thomas (1988), and Brown (1980). Although it is a 
popular tool for researchers in the social sciences and widely reported, 
studies such as Brewer et at (2000), Brown (1986,1994,1995,1999), 
Dryzek and Braithwaite(2000), Kozlowicz and Cottle (1993), Mosyagina et 
at (1997), Popovich (2000), Scott Alberts and Ankenmann (2001) and 
Stenner and Stainton Rogers (1998) show its value and diversity, it has 
not been widely used in hospitality and tourism research. It offers a means 
of communicating subjective responses such as beliefs and opinions. The 
act of rank ordering stimuli placed on individual cards is know as q sorting. 
When designing an investigation researchers must decide upon certain 
key elements: the selection of stimuli for the cards, the response format, 
the sorting procedure and the instructions for the participants. When 
combined with statistical techniques such a correlation and factor analysis 
the data can be used to examine subjectivity via a quantitative means. 
3.4.2 Stage one, development stage, Q-tests 
The objective pursued in the development stage was to establish the 
preliminary case for the existence of styles of purchasing. 
In order to accomplish these, definitions were established to illustrate the 
terminology used. 
These definitions were: 
Establish: Set up (systems, business etc. ) on permanent basis, get 
generally accepted, place beyond dispute. 
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Preliminary case: Introduction i preparatory. 
Concise Oxford Dictionary (1986) 
Styles of purchasing: 
An indication of the consistent behaviour a consumer would display in the 
process of the (decision making process), behaviour of purchasing, 
associated with buying. 
3.4.3 0 Methodology: the principles 
This technique uses a rank order procedure in which objects are sorted 
into categories based on similarity with respect to certain criteria. For 
example, respondents are given 100 attitude statements on individual 
cards and asked to place them into 11 piles, ranging from 'most highly 
agree with' to `least highly agree with'. The number of stimuli to be sorted 
should not be less than 60 nor more than 140; 60 to 90 objects is a 
reasonable range (Kertlinger, 1973). The number of stimuli to be placed in 
each category is predetermined, often to result in roughly normal 
distribution of objects over the whole set. 
The terminology used in the Q-tests needed to capture the variables 
associated with the styles of purchasing being established. The research 
material required the formulation of descriptors which use a word or series 
of words, which would best describe a consumer's style of purchasing 
while fulfilling the requirement of capturing variables in the data as well as 
being easily understood by the subjects. The words chosen to describe 
the styles of purchasing being tested needed to be distinct and separate in 
order to be isolated and used in any subsequent tests. 
3.4.4 The Descriptors 
The researcher and his supervisors met for a total of four hours to 
brainstorm key words illustrative of purchasing behaviour. These were 
classified under five categories which were considered to be sufficiently 
distinctive as to be independent of each other and to reflect what were 
thought to be common characteristics of buying behaviour. The following 
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descriptors were applied to the categories, they constituted the response 
format. 
a) Indulgent, 
b) Split with variations, 
c) Cost benefit, 
d) Predetermined 
e) Frugal. 
These key words were chosen for the titles of the descriptors because it 
was considered that there were significant differences between them that 
could be identified and measured during the course of the research. 
The terminology, which was to be used, needed to be easily understood 
by the subjects undertaking the research, as well as fulfilling the 
requirement of capturing variables in the data. For the purpose of 
classification, reference books were consulted to establish definitions of 
some words; they were the Concise Oxford English Dictionary (1996) and 
Roget's Thesaurus (1986). From this came a number of definitions of the 
five categories, which were considered to capture the essential elements 
that the titles described. 
A Indulgent 
The kind of person who combines openness with excess, who does not 
see the need for restraint or patience in the pursuit of appetites, whose 
consumption is conspicuous and who is generous to a fault both to others 
and to themselves. The function of money is, to them, to service a 
hedonistic life style. 
B Split with variations 
The kind of person who is shy of capital outlay but has no qualms about 
spending current income. Saves for big items but puts off purchase until it 
is inevitable. Spends current account money with only modest restraint. 
Likes the feeling that they are saving without a particular purpose in mind, 
maybe penny foolish pound wise. 
C Cost Benefit 
The kind of person who follows a process by which decisions are taken 
having weighed the costs of the action behaviour against the benefits of 
pursuing that action. Having weighed up the expenditure, action is taken 
in the hope of advantage, gain or benefit as the outcome. 
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E Predetermined 
The kind of person who always has a good idea of how much they have in 
the bank, is calculating and always restrained by budgetary factors. Who 
evaluates the results of behaviour prior to any undertaking. Constantly 
estimates income and expenditure against intentions, similarly estimates 
money needed and available with the view to avoiding undue expense. 
Action is carried out following deliberation and forethought. 
F Frugal 
The kind of person who is temperate, abstemious and moderate in their 
consumption, careful with money, who exerts self-denial and control over 
all their actions. One who has tight purse strings, sparing and economical 
with regards to purchase. Spends the minimum amount, scrimping and 
saving without necessity. Very parsimonious in actions. 
3.4.5 The Statements 
A bank of statements was generated to typify the characteristics of 
purchasing behaviour that could reflect those displayed by individuals 
characterised by the descriptors. They originated in a variety of ways, 
some from previous research (Taylor Nelson 1984). Some from a study by 
Fumham and Lewis (1986) that investigated subjects' perceptions of the 
way in which they had experienced money in the past and anticipated 
using it in the future, others from the previous discussions on keywords 
and some from informal discussion. The researcher also generated 
statements by brainstorming in focus groups, interviews with colleagues to 
form sentences that could be used to describe an individual and their 
purchasing habits I behaviour and delineating those which were thought to 
represent the characteristics of the descriptors. Initially over one hundred 
statements were compiled, (Appendix 2) during the research exercise 71 
were used. For the purpose of each test fifty statements were chosen, 
ten intended to match the characteristics of each of the five descriptors. 
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3.4.6 Conducting the tests 
The tests were conducted as follows: 
The five descriptors were typed onto A5 card and give an alphabetical 
code, A-E. The statements were typed on to postcards and numbered on 
the back. All subjects were chosen as being representative of consumer 
types. They were briefed on the nature of the tests and given written 
instructions as to how they were to be conducted (Appendix 3). The 
proforma used to record the results was produced as a Word document. 
(Appendix 3) 
A sample of sixty subjects in total was used for the tests. They were 
chosen from colleagues, friends, and mature students. In the first series of 
tests the respondents were asked to force choice allocate 10 statements 
under each descriptor. These instructions were refined for the following 50 
tests so that the respondents had a free choice in where they allocated the 
statements. Subjects were not constrained by the requirement of having to 
allocate 10 statements under a heading, some of which could have been 
misplaced as a requirement to meet this restraining factor. The supervised 
tests were conducted in various locations which allowed for the minimum 
disturbance or distraction. All subjects were briefed prior to the test as to 
its purpose and debriefed following the tests for their views on how the 
tests were conducted in order to refine the test material and procedures. 
The subjects experienced no difficulties with regard to the clarity of the 
instructions or the test material. The subjects took differing lengths of time 
completing the tests ranging from 20 to 40 minutes. The results of each 
test were recorded on a grid and analysed using an Excel spreadsheet to 
determine the frequency each statement occurred under each descriptor. 
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3.4.7 Presentation of the findings of the Q-tests. 
The findings from this stage of the research are presented in the following 
tables. 
The tables contain lists of statements on the left and the descriptors which 
they were allocated to in the tests. A percentage figure represents that 
what was achieved by the statements in the tests. 
The first table shows examples of statement used in the tests, full listings 
appear in (Appendix 4). 
Statements Descriptor 
Treats themselves regularly as they feel they deserve it A 
Not very aware of the price of things A 
Will only purchase an item if they think they can afford it. ' B 
Only gives a purchase comparative consideration when B 
purchasing large items. 
Likes to see something solid or substantial for their C 
money. 
Will only purchase items after making lots of comparisons C 
Considers every purchase prior to buying all items. D 
Sets aside a budgeted amount each month. D 
Shops regularly in charity shops. E 
Buys items only for their utility E 
Table 1 Example of statements used in the tests 
This shows the content of statements and the characteristics being tested. 
For example, the first two statements were considered to be associated 
with descriptor A, the next two with descriptor B, the next two with 
descriptor C, and so on. The test would either confirm or not whether 
these assumptions were correct. 
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The following table is contains examples of statements, which were 
relocated during the course of the tests. 
Statements From To 
Makes small purchase on a regular basis without B D 
giving them much thought 
Purchase small items as opposed to large items B D 
Regular saver for the future, e. g. retirement C D 
Buys items only for their utility E D 
Knows almost to the penny how much money they E D 
have in their pocket, purse at all times. 
Waits until friends have an item before they purchase D C 
it. 
Buys treats as gifts for others but not for themselves. D C 
Budgets for everything but always exceeds the budget A B 
Gives r ularl to chari D A 
Table 2 Statements relocated during the tests 
These statements were reassigned during the course of the tests to a 
different descriptor than the one they were assigned to by the research at 
the outset. 
For the tests these statements were drawn from the bank of statements 
that were considered to be associated with the set descriptor. In the 
course of the tests they achieve sufficient support to justify being relocated 
to the 'to' descriptor, for example, the statement 'Makes small purchase 
on a regular basis without giving them much thought" was considered to 
be associated with, B split with variations, for the purpose of the tests. 
However subjects in the test considered it to more associated with D, 
predetermined. 
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The following table contains examples of statements, which as a result of 
the poor percentage scores they achieved were discarded during the 
tests. 
Statements 
Proud of their financial situation, pay, investments, etc. and lets friends 
know about them. 
Gives up or foregoes an item in favour of an alternative 
Waits until household bills come in then will find the funds to pay them 
Ensures they keep within budget even if it means going without some 
items. 
In making any purchase, for any purpose their first consideration is cost. 
Purchase items by mail order as it means the repayments can be spread. 
Considers branded products represent better value for money 
Prefers to use money rather than credit cards 
Only eats out on special occasions, e. g. Christmas, birthdays. 
Views savings as putting money by for a rainy day, even if that day never 
comes. 
Table 3 Statements discarded during tests 
These statements were discarded either because of the inconsistent 
frequency of allocation to descriptors or because they did not achieve the 
required frequency percentage to a particular descriptor in the tests. 
The following table contains examples of statements that replaced the 
discarded ones. 
Statements 
In making any purchase their first consideration is price. 
Budgets for everything and regularly has an excess amount of money 
over. 
Very aware of the price of things. 
Often says they can't afford it whether they can or not. 
Avoids using a credit as a form of payment 
The decision to purchase is a long process for most items. 
Occasionally makes a purchase on impulse. 
Purchases some items without having a present use for them. 
Will only purchase an item if it can be paid for there and then. 
Table 4 Statements which replaced the discarded ones 
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During the tests some statements were consistently allocated to the same 
descriptor. The following table contains examples of some statements that 
remained in the same location throughout the tests. 
Statements Descriptor 
Treats themselves regularly as they feel they deserve it. A 
Can afford to entertain regularly A 
Live now pay later A 
Always pays by credit card A 
Makes small purchases on a regular basis without giving B 
them much thought. 
Purchases small items as opposed to large items B 
Only gives a purchase comparative consideration when B 
purchasing large items 
Will only purchase items after making lots of comparisons C 
Likes to see something solid or substantial for their money. C 
Table 5 Statements, which stayed in the same location during the tests 
These statements were consistent in respect to where they were allocated 
during the course of the tests. They did not necessarily achieve overall 
high frequency scores that would have enabled them to be associated with 
that style of purchasing. 
The next table shows examples of statements that failed to meet the 
required qualifying frequency percentages in the tests. 
Statements % Descriptor 
Regular saver for the future, e. g. retirement. 46% C 
Saves any disposable income left over at the end of 43% B 
the month. 
Can afford to entertain regularly 43% A 
Purchase small items rather than larger ones. 40% A 
Always knows what an item is likely to cost. 40% C 
Views savings as security, something to fall back on 33% B/C 
in emergencies. 
Buys treats as gifts for others but not for 33% C 
themselves. 
Purchase items with a credit card as it means the 30% D 
repayments can be spread. 
Table 6 Statements that failed in the tests 
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These statements were considered to be associated with descriptors as 
shown, however in the tests they failed to achieve a high degree of 
consistency in respect to where subjects located them. The B/C assigned 
for the statement `Views savings as security, something to fall back on in 
emergencies', shows that that statement moved between descriptor B and 
C during the tests. 
When the tests were completed fourteen statements achieved the required 
65 percent level of frequency occurrence to justify that they formed part of 
the typology styles of purchasing. These statements, percentages and 
associated descriptors are shown in the following table. 
Statement % Descriptor 
Lives now pays later. 100% A 
Purchases some items without having a present use for 93% A 
them. 
Not very aware of the price of items. 90% A 
Treats themselves regularly as they feel they deserve it. 87% A 
Must be first in social circle to have something. 83% A 
Occasionally makes a purchase on impulse. 80% B 
Thinks a small purchase is OK. 67% B 
Keeps careful account of the money they spend 67% D 
Knows almost to the penny how much money that they 67% D 
have in their pocket at all times. 
Would not consider buying any designer items, e. g. 87% E 
clothes. 
Shops regularly in charity shops. 87% E 
Will not buy treats for themselves. 77% E 
In making any purchase for any purpose, their first 73% E 
consideration is price. 
Often says they can't afford it whether they can or not. 70% E 
Table 7 Original statements which achieved over 65% occurance in the 
tests 
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This shows the outcome of the series of tests. A total of fourteen 
statements met the requirements of the tests (65 percent frequency). 
However at this stage there was no evidence to support the existence of 
the cost benefit style of purchasing descriptor C. 
3.4.8 Discussion of the Q-test findings. 
In deciding on which statements to retain for subsequent rounds of tests 
and which to discard, levels of frequency of occurrence were set. Those 
statements, which were allocated to a descriptor as expected with a 
frequency in excess 50 percent, were retained. 
The results of the first series of 10 tests showed that some statements 
were allocated to a descriptor as expected with over 50% frequency. 
Others were allocated to another descriptor, again with over 50% 
frequency. These were retained for the next series in the category where 
they had achieved over 50% occurrence. The statements which did not 
achieve the level of 40% frequency under any descriptor . were 
discarded 
and replaced by new ones to make up to ten for each descriptor. 
During the tests, the five descriptors required minor amendments in order 
to clarify their meaning, for example the word 'weighed' was changed to 
'calculated' to reflect the feedback obtained from the subjects after they 
completed the test. 
A second series of tests with ten different subjects was conducted, this 
time the instructions were refined as previously stated. Following this 
series the statements, which achieved over 50% frequency were again 
retained for the next series and those which did not achieve this frequency 
of occurrence were rejected and replaced with statements from the 
original stockpile. These reflecting the statements characteristics which 
had been discarded. 
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When the material had been refined for the second time it was decided to 
conduct the final series of tests using 40 new subjects. The results of 
these final tests were analysed using Excel with the condition that any 
statement that achieved over 65% frequency of occurrence would meet 
the criteria set at the outset as a measure of acceptability for retention 
being characteristics to indicate an existence of a typology. 
Those statements with at least 65% occurrence were selected as valid 
components of the typology to be used in further stages of the overall 
research. In this way the three series of tests utilised five descriptors with 
slight changes or amendments as thought necessary. During the overall 
series of tests a total of 65 statements were used, 50 originally assembled 
and fifteen which replaced those which were discarded. 
The results of this development stage of the research was that twenty 
eight statements remained under the original chosen headings while 
eleven were relocated under different headings a total of fifteen were 
discarded as a result of the test analysis. The tests uncovered fourteen 
usable statements under the headings of the five descriptors. 
The descriptors and statements occurrences are as follows: 
A5 usable statements 
B2 usable statements 
C No usable statements 
D2 usable statements 
E5 usable statements 
As fourteen was considered a small number of statements for inclusion in 
a survey questionnaire a further eleven were added bringing the total to 
twenty-five. These eleven were chosen because they were the next 
highest rated in percentage terms in the tests. A total of 25 questions were 
considered appropriate as it allowed for five questions to test for each of 
the five styles of purchasing. 
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The additional statements are shown in the following table. 
Statement %/ descriptor 
Makes small purchases on a regular basis without giving 58% B 
them much thought 
Makes comparisons when making large purchases 50% B 
Budgets for everything but exceeds the budget 48% B 
Likes to see something substantial for their money 60% C 
Regular saver 56% C 
Purchase items considered adequate for the purpose 50% C 
they have in mind 
Purchase items after making lots of comparisons 43% C 
Regular saving for future commitments 40% C 
Budget accounts allow them to manage household 58% D 
finance 
Always aware of a budget 52% D 
Set aside a budgeted amount for monthly bills 43% D 
Table 8 Additional statements 
3.4.9 Conclusions 
The results of this development stage contained some encouraging 
features at each step. Sufficient statements were generated at the outset 
to meet the numbers required for the tests, allowing for those which did 
not meet the required frequency of allocation to be discarded and replaced 
by others. The descriptors were clearly understood by the subjects and 
required only minor modification. Sufficient statements achieved the 
required frequency of occurrence to be retained during the series of tests. 
The final results of the research yielded a total of five descriptors and 14 
statements achieving more than >65% occurrence. This was the figure set 
at the outset as to be an appropriate measurement for this research. 
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Five statements occurred under descriptor A, 2 under descriptor B. None 
achieved a satisfactory occurrence under descriptor C, 2 occurred under 
descriptor D and 5 under descriptor E, reflecting the binomial distribution 
of the first stage. Some statements did not feature in the retained 
statements although they remained in the same location throughout the 
tests. 
The retained statements can be said to illustrate characteristics associated 
with a typology of styles of purchasing as presented by the descriptors. 
For example an 'indulgent individual can be said to be a person who, 
`lives now pays later, purchases some items without having a present use 
for them and is not very aware of the price of items'. While at the opposite 
extreme a frugal individual, is one who `in making any purchase for any 
purpose, their first consideration is price', and 'would not consider buying 
any designer items. ' What the research also showed is that it is difficult to 
point to any factors which give a clear indication of any cost benefit. 
The success of clusters A and E could be attributed to the clarity of the 
descriptors. Subjects in the tests were able to identify those two extreme 
characteristics with some degree of confidence. Clusters B and D were 
likewise with a lesser degree of confidence, while cluster C did not display 
significant discrete characteristics in order for any of the statements to 
occur under that descriptor. Overall it can be said the results of the tests 
proved interesting while providing some material which could be used in 
the next stage of the research. The limitations of this research could be 
the small sample size, if repeated this would be increased to establish a 
firmer basis for the results. 
3.4.10 The contribution of the development stage to the research 
methodology. 
This development stage provided some evidence to support the 
preliminary existence of four styles of purchasing. These four styles had 
associated characteristics that could indicate that consumers who 
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demonstrated these characteristics could be termed a consumer with that 
particular style of purchasing. Although both B and D had only limited 
success and no support was found for the descriptor C cost benefit 
statements, these were pursued in the next stage of the research. This 
was done by using, in the case of C statements the five most consistent 
(in percentage terms) statements and for B and D statements the three 
next consistent (in percentage terms) in the tests. These additional 
statements and the percentage occurrence they achieved in the tests are 
shown in the next table. 
Statement %/ descriptor 
I like to live now and pay later. 100% A 
I purchase some items without having a present use for 93% A 
them. 
When I shop I'm not very aware of the price of items. 90% A 
would not consider buying any designer items, e. g. clothes. 87% E 
Shops regularly in charity shops. 87% E 
I treat myself because I feel I deserve it. 87% A 
Must be first in social circle to have something. 83% A 
Occasionally makes a purchase on impulse. 80% B 
Will not buy treats for themselves. 77% E 
In making any purchase for any purpose, their first 73% E 
consideration is price. 
Often says `they can't afford it whether they can or not. 70% E 
Keeps careful account of the money they spend. 67% 0 
Knows almost to the penny how much money that they have 67% D 
in their pocket at all times. 
Thinks a small purchase is OK. 67% B 
The additional ones were 
Makes small purchases on a regular basis without giving 
them much thought 58% B 
Makes comparisons when making large purchases 50% B 
Budgets for everything but exceeds the budget 48% B 
Likes to see something substantial for their money 60% C 
Regular saver 56% C 
Purchase items considered adequate for the purpose they 50% C 
have in mind 
Purchase items after making lots of comparisons 43% C 
Regular saving for future commitments 40% C 
Budget accounts allow them to manage household finance 58% D 
Always aware of a budget 52% D 
Set aside a budgeted amount for monthly bills 43% D 
Table 9 The statements used in questionnaire 1. 
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The percentage figure represents the frequency of occurrence of the 
statements in the Q-tests. This meant that the statements that were 
utilised in the next stage of the research achieved over forty per cent 
confidence in the Q-tests. 
3.4.11 Summary stage one 
This development qualitative stage of this research had a major role in 
helping formulate the survey research instrument to be used in stage two. 
The purpose of this developmental stage was to establish the preliminary 
case for the existence of styles of purchasing: the method used was Q-test 
technique. The instrument consisted of three components: the descriptors, 
the statements and the proforma used to record the results. Analysis of 
the Q-tests findings revealed the possible existence of four styles of 
purchasing. Having completed the qualitative study the research moved 
forward to the quantitative aspect, which incorporated the Q-test results. 
3.5 Stage Two, the Quantitative Research 
This section contains discussions relating to the two postal surveys 
conducted as the main part of the research. The first was designed to 
explore and confirm the initial findings from the stage one, development 
stage. The function of the second survey was to locate and confirm the 
findings from survey one and to establish whether economic and 
psychological cost 1 benefits featured in holiday purchase decisions. 
3.5.1 Rationale 
The research at this stage applied the findings of the development stage 
to the population in general and therefore needed to be conducted on a 
large scale. As the chosen research instrument was a questionnaire, the 
most cost-effective method was to carry out a postal survey. The 
sampling frame used was a postcode database of the UK population and 
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the subjects chosen for both postal surveys were chosen at random from 
this database. The database purchased and used in the two postal 
surveys was a random sample of the UK postcodes. (Appendix 5). 
This random sampling is widely used as an objective method of sampling 
populations and as such was considered appropriate for this research. It 
was through this means that a wide geographical cross section of the 
United Kingdom population could be reached. This simple sampling 
method was considered to be appropriate at this stage of the research. 
Financial and time constraints were two of the factors contributing to the 
decision to use the postal survey in this research. It allowed for a simple 
straightforward questionnaire to be used. Previous research (Jobber 
1985), (Pizam 1994) indicated it would yield sufficient responses to enable 
analysis to be conducted. Financial costs were budgeted for in the 
planning stages and a postal survey was the only viable method that came 
within the available resources. 
The types of analysis which needed to be undertaken, ANOVA, alpha 
reliability, correlation, descriptives, factor analysis, frequencies, k-means 
clustering and means, required a large amount of data. 
3.5.2 The Target Population 
The target population for this research was defined as follows: 
Elements - Male or Female 
Sampling Units - Households 
Extent - The United Kingdom 
Time - 1999 
The database of UK Post Codes chosen as a random sample of the UK 
population allowed for this target population to be accessed for the study. 
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Previous research such as Pizam (1994) has provided an indication of the 
rate of return that could be expected in this type of research. It was 
decided that over 200 completed questionnaires would be needed to 
provide the necessary data for statistical analysis and therefore that a total 
distribution of 2000 questionnaires would be required in order obtain that 
amount and for any finding/conclusion to have any value. 
3.5.3 Design 
The design of the questionnaires took into account the advice of Moser 
and Kalton (1971). 
A mail questionnaire is most suited to surveys whose 
purpose is clear enough to be explained in a few paragraphs 
of print; in which the scheme of questions is not over 
elaborate...; and in which the questions require 
straightforward and brief answers (p. 260). 
The order and balance of questions followed core protocols recommended 
by other authors (Oppenheim 1992, Bourque and Fielder 1995). The 
protocols were applied to the physical design of the questionnaire. Moser 
and Kalton (1971) recommended a pilot study to test the adequacy of a 
survey instrument and likened it to a theatrical dress rehearsal. They drew 
attention to issues such as ease of handling the questionnaire in the field, 
the layout, the efficiency of instructions, the order of questions and the 
adequacy of the questions themselves. 
A number of recommendations and guidelines espoused by Tull and 
Hawkins (1990) and Ghauri et at (1995) were used to assist in 
construction of the survey instrument. Items generation followed a three- 
phase process; initially to generate items from the literature, from 
consultation with academics at the University of Surrey, Thames Valley 
University, supervisors and colleagues and from the researcher's own 
knowledge of purchasing behaviour. The first draft of the survey was then 
submitted to the researcher's supervisors and academic colleagues for 
feedback on content validity and other issues of concern, such as, 
question phrasing, question sequence and layout (Tull and Hawkins 
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1990). Evaluation by this means resulted in the wording of several items 
being refined. Finally the survey was administered to colleagues as 
consumers at which time the survey was screened for content, validity, 
understanding and ease of use. 
3.6 Survey one 
The purpose of survey one was to confirm the initial findings from the 
development stage, to establish the preliminary case for the existence of 
styles of purchasing. 
3.6.1 Some introduction 
The method employed to conduct this was a postal survey using the 
questions which originated from the development stage, some 
demographic questions and questions relating to staying in a hotel. The 
demographic data would be compared with both the styles of purchasing 
questions and stays in a hotel 
3.6.2 Questionnaire 
A first draft of the questionnaire was distributed to fifteen colleagues and 
mature students. They were asked to complete the questionnaires in 
private and return them with comments. Their suggested modifications 
made the questionnaires more straightforward and simple to complete. 
The revised questionnaires (Appendix 6) were printed on single-sided 
sheets of A4 white paper and stapled in the top left-hand comer 
f) 
The covering letter was written on university headed paper (Appendix 6). 
Moser and Kalton (1971) reported that research on methods of salutation 
suggested that the rate of response was not dependent on whether the 
letter begins with a personal greeting or an impersonal one. They also 
advised that'the surveyor must decide what tone to adopt in the covering 
letter' (Moser and Kalton 1971, p. 264). Thus the salutation Dear 
Sir/Madam was chosen and the opening sentence attempted to clarify the 
purpose of the questionnaire. The letter continued by stating the purpose 
132 
of the research, instructions for completion and return emphasising the 
anonymous nature of the questionnaire. 
The questionnaire design was based upon the research questions and the 
outcome of the Q-test in stage one. It sought to establish whether there 
are differing styles of purchasing and discrete aspects that can be 
identified and categorised. These categories once identified would be 
tested further in the second survey, the final stage of this research. 
The first section of the questionnaire was based on tested statements from 
the Q-tests conducted in the development stage of the research. These 
were numbered as in the following table and incorporated in the 
questionnaire. Some were reworded into the first person to make the 
terminology more appropriate for a questionnaire. 
A Indulgent 
2. 'I like to live now and pay later. 
5. I purchase some items without having a present use for them. 
10. When I shop I'm not very aware of the price of items. 
15 1 treat myself when I feel I deserve it. 
19 1 must be the first in my social circle to have something new. 
B Split with variations 
1. I like buying things on impulse 
6. I don't feel hesitant or stressful when making small purchases. 
11. I make small purchases on a regular basis without giving them 
much thought. 
16. I make comparisons when making large purchases. 
22.1 budget for everything but always exceed the budgeted amount. 
C Cost benefit 
20. I like to see something substantial for my money. 
23. Regular saving is a good idea. 
12.1 only purchase items I consider adequate for the purpose I have in 
mind. 
21. I purchase items after making lots of comparisons. 
7.1 like to put money away regularly for specific future commitments. 
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D Predetermined 
3. I keep careful account of the money I spend. 
8. Most of the time I know how much money I have on me. 
13. A budget account with a bankibuilding society helps to manage 
household finance. 
17. t am always aware of my budget. 
24.1 set aside a budgeted amount each month for shopping 
E Frugal 
4. I tend not to buy things because they have a designer's label. 
9.1 would not normally buy treats for myself. 
14. Charity shops are good for bargains. 
18. In making any purchase for any purpose, my first consideration is 
price 
25.1 often say 'I can't afford that whether I can or not. 
Table 10 Statement brought forward from the development stage 
A five point Liked (1932), scale was used for each statement, 5-Strongly 
Agree/I -Strongly Disagree. 
The second section of the questionnaire contained items requesting 
information of a demographic nature and that of recent hotel visits. 
3.6.3 Implementation of questionnaire 
Printed address labels were stuck on the A5 envelopes used for dispatch 
of the questionnaire. Oppenheim (1992) suggested that an envelope had a 
better chance of being opened if it had a stamp on it rather than a 
commercial frank. However the size of the mailings necessitated using the 
bulk mailing service of the Post Office so the envelopes had to franked. A 
second-class reply Freepost A5 envelope was included with the 
questionnaire. 
Questionnaires were dispatched in July as this coincided with the progress 
being made in the research. Replies began to be received within two 
weeks in differing numbers until they tailed off by mid-August. A total of 
480 questionnaires were returned giving a response rate of 24 per cent. 
As the returns were received the data were recorded on an Excel 
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spreadsheet which was set-up for the purpose and then subjected to 
various statistical analyses using Statistical Package for the Social 
Sciences (SPSS) which is the leading data analysis package in the field 
(Howitt and Cramer 1999). 
It was expected that a return rate of between 10-15% would be achieved 
within three weeks any further returns would be small in number and 
would not affect the overall results. The 24 per cent response rate was 
considered very good for this type of survey (Pizam 1994). 
Factors that might have contributed to the high return rate were; the 
composition and length of the questionnaire, (four pages in total with 
simple easy-to-answer questions), the covering letter on University of 
Surrey headed notepaper and the Freepost envelope for the return of the 
completed questionnaire. 
3.6.4 Analysis and the outcomes 
Before the data were analysed it was necessary to reverse the scoring 
obtained from some of the questions in order for the scoring to be 
consistent. Detailed analysis of the questionnaires returned from survey 
one, which will be described in detail in the next chapter, resulted in 
refined purified styles of purchasing instrument. This consisted of four 
styles of purchasing and sixteen related statements, which formed a 
research instrument for survey two. 
These four styles and sixteen statements were as follows. 
Style 1 Impulsive without concern 
2.1 purchase some items without having a current use for them. 
6. I like buying things on impulse 
8. I like to live now and pay later. 
10. I only purchase items I consider adequate for the purpose I had in 
mind. 
14. I make small purchases on a regular basis without giving them 
much thought 
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Style 2 Calculative - weighting 
4. I make comparisons when making large purchases. 
12. I will purchase items after making lots of comparisons. 
16. When I shop I'm not very aware of the price of items. 
Style 3 Careful budget conscious 
1. I keep careful account of the money I spend. 
5. I am always aware of my budget 
9.1 like to put money away regularly for specific future commitments. 
13. Most of the time I know how much money I have on me. 
Style 4 Parsimonious - frugal 
3. In making any purchase for any purpose, my first consideration is 
price. 
7. I like to see something substantial for my money. 
11.1 often say 'I can't afford that' whether I can or not 
15. Charity shops are good for bargains 
Table 11 Statements taken forward to survey two 
These sixteen statements were carried forward to form the first part of 
survey twos questionnaire. They reflect similar extremes of the continuum 
from impulsive at one end to parsimonious frugal at the other that was 
used as the framework for the styles of purchasing being tested. 
3.7 Survey Two 
The second survey was based on the findings of the first survey with a 
particular emphasis on tourism. The objectives of the survey, the research 
methodology that was utilised and conclusion are presented. The section 
ends with a brief discussion of the findings obtained and conclusions 
reached. 
3.7.1 Objectives of survey two 
The objectives of this stage of the research were to explore and confirm 
the findings from survey one and to use this confirmation to establish 
whether economic and psychological cost benefits feature in holiday 
purchase decisions. 
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To carry through these objectives a number of questions that had arisen 
from closer examination of the overall objectives earlier in the research re- 
emerged. These were: 
1. Assuming the purchase decisions are cost /benefit decisions can styles 
of purchasing be measured by cost /benefit behaviour? 
2. What economic and psychological factors determine / influence 
cost/benefit analysis? 
3. Do economic and psychological cost benefits feature in holiday 
purchase decisions? 
The first question was addressed in the second questionnaire exploring 
and confirming the findings from the development stage. Economic and 
psychological factors were identified from a review of the appropriate 
literature and tested in the same questionnaire. The relationship between 
these economic and psychological cost benefits and their role in holiday 
purchase decisions would also be explored through the questionnaire and 
an appropriate analysis of the data obtained. 
The suggestion is that subjects with different styles of purchasing will 
approach different cost benefits in different ways. For example one would 
expect a frugal person to be dominated by economic costs, while it could 
also be expected that a different style of purchaser would take other 
factors into account. What these factors are was what the economic and 
psychological cost benefit questions in survey two attempted to establish. 
3.7.2 Objectives refined 
The objectives were divided into logical questioning areas. The first was 
straightforward, that of exploring and confirming the findings from survey 
one, using the four styles of purchasing that were established in that 
survey. These were characterised by the sixteen questions that emerged 
from the purified factor analysis. Table 11 shows these statements and 
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associated styles of purchasing. These formed part one of the 
questionnaire that is shown in (Appendix 7) 
3.7.3 Questionnaire design 
The questionnaire (Appendix 7) was divided into three sections. Section 
one contained the sixteen statements that emerged from survey one 
relating to the four typologies of consumers styles of purchasing, namely: 
Careful budget conscious, Impulsive without concern, Parsimonious frugal, 
and Calculative-weighting, 
Section two contained twenty-four statements concerning the economic 
and psychological factors relating to the decision making process prior to 
purchasing a holiday. The total of twenty-four questions was used in this 
section to keep the questionnaire to a practical length thereby enhancing 
the number of returns that could be expected. This section consisted of six 
questions relating to economic costs, four questions relating to economic 
benefits, eight questions to psychological cost, and six questions to 
psychological benefit. They were numbered and randomly distributed in 
this section of the research instrument. These questions were designed to 
obtain an indication of the predictability of how people will behave. 
To address these areas, questions concerning economic and 
psychological cost benefit were assembled. Reference was made to the 
literature on decision-making (Engel et al. 1990, Howard and Sheth 1969), 
and economic and psychological aspects of behaviour (Ead 1986). From 
this an outline of the area of economic and psychological factors that 
contribute to decision making was constructed. Reference was also made 
to Ekehammar's (1977) cost-benefit paper to provide a framework for this 
section of survey two. Cost-benefit analysis purports to specify which 
costs (sacrifices) and benefits (rewards), as well as the size of these, will 
result from each alternative of action available to a person when 
confronted with a certain choice situation. Ekehammar referred to three 
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types of cost-benefits: the traditional economic, the psychological- 
economic model and the purely psychological model. 
The second section of survey two was to test the categorising process 
from survey one and explore whether styles of purchasing have an effect 
on consumers' holiday purchasing behaviour. Another aspect of this 
investigation was the existence of a trade off between economic cost 
benefits and psychological cost benefits. 
The third section contained eight questions of a factual nature relating to 
the respondent's demography. The final question asked respondents to 
give an indication of how much they would expect to spend per person on 
a holiday. 
3.7.4 Psychological Cost and Benefit Variables 
Comparisons were made between these and the questions already 
established from survey one to ascertain whether any similarities in the 
material existed. The researcher met with his supervisors and discussed 
the outline areas in more detail arriving at a number of characteristics of 
Ekehammar's three topics which were then formulated into statements and 
then questions appropriately framed so as to be suitable for inclusion in a 
questionnaire. These were piloted with 12 colleagues and small details 
were amended as identified. The statements and the extremes of the 
choice of the responses available formed the second part of the 
questionnaire. For the purpose of analysis some of the answer scores 
were reversed to allow for consistency when being analysed. (Appendix 
8). 
Ekehammar's (1977) identified three types of cost-benefits: economic 
cost-benefits, psychological-cost benefits and a combination of economic 
and psychological cost benefits. These were utilised in constructing the 
variables for the second part of the questionnaire. 
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Economic Cost variables. The seven variables which formed the basis for 
the construction of economic cost points for decision to go on holiday are 
shown in the following table. 
Economic costs 
(19,23,26,29,33,34,40) 
19. 1 could spend the money on something else. 
Always. .......... Not at all. 23. The cost of travel would be 
Expensive Cheap 
26. I can afford it 
Easily With difficulty. 
29. A holiday would involve using savings. 
Definitely Not at all 
33. When travelling to the holiday destination I would be prepared to 
take.... 
A Long time A short time 
34. To afford it I would have to work longer hours or overtime. 
Definitely Not at all 
40. I have to think about expenditure on the horizon. 
Yes absolutely No absolutely not 
Table 12 Economic cost 
Economic Benefit variables. The four variables which formed the basis for 
the construction of economic benefit points for decision to go on holiday 
are shown in the following table. 
Economic benefits(25,27,37,39) 
25. A holiday would be my reward for working hard. 
Not at all Definitely 
27. It has to feel that it will be value for money. 
Always Not always 
37. A holiday would be an appropriate use of savings. 
Yes absolutely No absolutely not 
39, I could defer the cost by Credit Card. 
Most likely Unlikely 
Table 13 Economic benefit 
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Psychological Cost variables. The seven variables which formed the basis 
for the construction of psychological cost points for decision to go on 
holiday are shown in the following table. 
Psychological costs (17.18,21,22,31,32,35) 
17. Organising cover at work would be. 
Very difficult Very easy. 
18. The journey would be.. 
Hassle free Difficult 
21. I would worry about the house, or garden, or pets when I am away 
from home 
Often Not at all 
22. 1 worry about negotiating with my family and friends 
A lot No problem 
31. There is always personal hassle on holiday. 
Disagree Agree 
32. 1 worry about work when I am away from it 
Always Never 
35. The travel element is an aspect that I would... 
Endure Enjoy 
Table 14 Psychological cost 
Psychological Benefit variables. The six variables which formed the basis 
for the construction of psychological benefit points for decision to go on 
holiday are shown in the following table. 
Psychological benefits (20,24,28,30,36,38) 
20. A holiday would give me a chance to visit places of historical or 
cultural interest. 
Very satisfying Less 
satisfying 
24. Staying in a hotel would give me a lift. 
Important Not important 
28. I feel better and refreshed following a stay in a hotel. 
Very much Very little 
30. Getting away from domestic chores. 
Important Not important 
36. I get the chance to renew personal relationships 
Important Not important 
38. I need a holiday as something to look forward to. 
Not at all Definitely 
Table 15 Psychological benefit 
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The demographic questions were included to provide an indication of 
diversity of the respondents and those variables that would contribute to 
styles of purchasing and these economic and psychological cost benefit 
holiday purchase decisions factors. 
Comparative analysis of the two sections of the questionnaire would 
establish whether there was any interrelationship between styles of 
purchasing and the economic and psychological cost benefits of holiday 
purchase decisions and demographic variables. 
3.7.5 Postal survey 
Based on the encouraging rate of return obtained in survey one it was 
decided to use a similar sampling frame using a reduced number of 
subjects for survey two. Therefore one thousand subjects were randomly 
chosen from the database of UK Postal codes. A postal questionnaire was 
considered appropriate for use in obtaining the required data. 
3.7.6 Implementation 
The questions were assembled into a four page questionnaire stapled in 
the comer and along with a covering letter (Appendix 7) were printed on 
white paper and dispatched in an A5 envelope along with the Freepost 
return envelope. One thousand were dispatched in August 2000. One 
hundred and fifty five returns were received within two weeks of 
dispatched, a response rate of 15.5 per cent, a good rate for return for this 
type of survey. 
3.7.7 Analysis 
The analysis of the returns was conducted in a similar manner to that of 
survey one. As the questionnaires were received the data were entered on 
a computer for SPSS analysis. Basic descriptive and comparative analysis 
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was conducted to produce means, standard deviation and frequency 
tables. More sophisticated analysis was used to search for relationships, 
for example regression analysis, cluster analysis to group respondents 
and analysis of variance techniques to establish cause and effects. 
Demographic data were analysed to uncover any factors and relating 
trends that could be linked to the style of purchasing and the cost benefit 
questions. 
Full discussion of these findings and their analysis is contained in the next 
chapter. 
3.7.8 Condusions from survey two 
This survey set out to explore and confirm the findings from survey one. It 
also sought to establish whether economic and psychological cost benefits 
featured in holiday purchase decisions. 
Tests were conducted to confirm the existence of the four categories of 
consumers that were established in survey one. These tests did not 
confirm the existence of the same typology in this second survey. 
However it was considered that the material and information was valuable 
and could be utilised in forming the basis of a proposed model of styles of 
purchasing and attitudes to cost and benefit. This model is presented in 
chapter five. 
Evidence of economic and psychological cost benefit factors was 
uncovered in the analysis of those data; these are presented in detail in 
the analysis and findings chapter. Demographic characteristics were 
linked to both the style of purchasing and cost benefits factors. 
Relationships between styles of purchasing and cost benefits were not so 
easily identified. It was this shortcoming in the analysis of the data that 
contributed to exploring the prospect of developing a fabricated model to 
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explain the possible relationships between styles of purchasing and 
economic and psychological cost benefits. 
Findings from the analysis of data are presented in the next chapter. 
3.8 Summary of the chapter 
This chapter presented the research objectives and questions and their 
subsequent refinement. Justifications of the chosen methods were given 
along with an overview of the research design and form of analysis used. 
It covered Q-test methodology and its application in the development 
stage of the research. The instrument consisted of three components, the 
descriptors, the statements and the proforma used to record the results. 
The results of that development stage were presented and discussed. 
Implications of the findings of the development stage of the research were 
that styles of purchasing did exist. 
Having established the existence of styles of purchasing in the 
development stage, the findings were carried forward to form part of the 
material for the main stage of the research. The main stage of the 
research involved two questionnaire surveys. This material from the 
development stage was incorporated into the questionnaire used in the 
first survey. This questionnaire also contained questions of a demographic 
nature and some relating to staying in a hotel. 
Following the exploration and attempted confirmation of the styles of 
purchasing established in the development stage through survey one, the 
researched progressed to survey two. Survey two objectives were to 
explore and confirm the findings from survey one and to establish whether 
economic and psychological cost benefits feature in holiday purchase 
decisions. This survey also contained questions relating to demographics 
This chapter has presented the research objectives, the research design, 
justification, and forms of analyses used. It presented the development 
stage in its entirety and the methodology used for stage two the postal 
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surveys in the main research. Chapter four will contain the findings from 
stage two, the two postal surveys. 
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Chapter Four Findings and Analysis 
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4 Findings and Analysis 
4.1 Introduction 
This chapter presents the findings and analysis of stage two of the 
research, the two postal surveys. It begins with an overview of survey one 
and an analysis of the data yielded in the returned questionnaires. Each of 
the three sections of the questionnaire is examined in turn. The chapter 
goes on to present the data generated from the second survey. It explores 
the four parts of the questionnaire. The chapter concludes with a tentative 
indication of a relationship between styles of purchasing and psychological 
and economic cost benefits with regard to purchasing a holiday. 
4.2 Survey One 
Survey one was used to test the existence of the styles of purchasing that 
were identified by means of the Q-tests in the development stage. The 
method employed was a 2000 subject postal survey. 
4.2.1 The Questionnaire 
The research instrument was a questionnaire containing 25 questions 
relating to statements about attitudes towards purchasing, seven 
questions relating to the respondent's demographic details and three 
questions concerning hotel stays. Details of its formulation are given in the 
previous chapter. The questions 1-25 related to the five different types 
which originated from the development stage the research. These are; 
Type A Indulgent, Type B Split with Variations, Type C Cost Benefit, Type 
D Pre-determined and Type E Frugal. The questions and associated 
types are shown in (Appendix 6). The questionnaire (Appendix 6) was 
assembled using the 14 statements which originated from the Q-test with 
the addition of eleven other questions bringing the total to twenty-five. The 
statements related to the five types which the descriptors in the Q-test 
sought to identify: five type 'A', two type 'B, ' no type 'C', two type 'D', and 
five type E. Three additional statements were added to types 'B' and 'D' 
to bring them to five and type 'C ' consisted of the five highest scoring 
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statements in that area of the Q-tests. Although the statistical support for 
the 'C' statements fell below 65 per cent in those tests there is enough 
evidence in the literature on consumer behaviour to indicate the existence 
of cost and benefits. Despite it being overlooked by the subjects in the Q- 
tests it was pursued as an element in this second stage of the research. 
4.2.2 Analysis 
A preliminary analysis centred on the construction of descriptive statistics. 
These were constructed to determine the range of answers given to each 
question and to investigate whether there was any bias that could be 
exposed within the data. Computer analysis of the returned questionnaires 
was carried out using the Statistical Package for the Social Sciences 
(SPSS). A number of statistics were calculated to explore the suitability of 
the respective correlation matrices for further factor analysis. Individual 
questions were analysed, as were groups or clusters of responses. These 
groups or clusters represented the five styles of purchasing five 
statements within each type. The demographic data were analysed and 
correlated to the responses in the first and third parts of the questionnaire. 
4.2.2.1 Frequency Tables 
The first analysis investigated the frequency of responses to the individual 
statements. Table 16 shows a small section of Overall Frequency Table 
which is set out in (Appendix 10). It shows the frequency and percentage 
frequency of responses to the first two questions in the main part of the 
survey. (Valid 1.0 - 5.0 indicates the ratings used on the scale strongly 
disagree - strongly agree). 
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Statement One. I like to buy things on impulse. 
Q1 
Frequenc Percen Valid 
Cumulativ 
Percen 
Valid 1.0 46 9.6 9.6 9.6 
2.0 162 33.8 34.0 43.6 
3.0 101 21.0 21.2 64.8 
4.0 152 31.7 31.9 96.6 
5.0 16 3.3 3.4 100.0 
Total 477 99.4 100.0 
Missin Syste 3 .6 
Total 480 100.0 
Statement Two. I like to live now and pay later. 
Q2 
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid 1.0 164 34.2 34.2 34.2 
2.0 186 38.8 38.8 73.1 
3.0 57 11.9 11.9 85.0 
4.0 63 13.1 13.2 98.1 
5.0 9 1.9 1.9 100.0 
Total 479 99.8 100.0 
Missing System 1 .2 
Total 480 100.0 
Table 16 Part of frequency table 
Analysis of these data reveals that the majority of the respondents 
answered these questions, none were overlooked and there was no 
discernible bias attached to any question. 
4.2.2.2 Central Tendency of Responses to Questions 
The next table displays responses to the individual questions by number of 
respondents, mean, standard deviation, skewness and kurtosis. 
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Descriptive Statistics 
N Minimum Maximum Mean Std. Skewness Kurtosis 
Statistic Statistic Statistic Statistic Statistic Statistic Std. Error Statistic Std. Error 
1 477 1.0 5.0 2853 1.077 -. 009 . 112 -1.069 . 223 
Q2 479 1.0 5.0 2096 1.072 . 820 . 112 -. 226 . 223 Q3 479 1.0 5.0 3.827 
. 
967 -. 750 . 112 -. 047 . 223 04 478 1.0 5.0 3.335 1.139 -. 187 . 112 -. 814 . 223 Q5 479 1.0 5.0 2.378 1.065 . 577 . 112 -. 661 . 223 06 479 1.0 5.0 3.810 
. 942 -. 882 . 112 . 439 . 223 Q7 478 1.0 5.0 3.720 . 991 -. 648 . 112 -. 258 . 223 as 479 1.0 5.0 4.031 . 774 -1.385 . 112 3.063 . 223 09 480 1.0 5.0 2.996 1.022 . 126 . 111 -1.162 . 222 010 476 1.0 5.0 2233 1.106 . 907 . 112 -. 035 . 223 Q71 476 1.0 5.0 2.954 1.071 -. 135 . 112 -1.275 . 223 012 476 1.0 5.0 3.714 . 884 -. 933 . 112 . 532 . 223 Q13 471 1.0 5.0 3.374 1.046 -. 345 . 113 -. 584 . 225 014 472 1.0 5.0 3.475 . 966 -. 445 . 112 -. 183 . 224 Q15 473 1.0 5.0 3.395 . 901 -. 461 . 112 -. 319 . 224 Q16 472 1.0 5.0 4.193 
. 
893 -1.700 . 112 3.689 . 
224 
Q17 474 1.0 5.0 3.928 . 879 -1.079 . 112 1.217 . 224 Q18 476 1.0 5.0 3.321 1.161 -. 146 . 112 -1.165 . 223 Q19 476 1.0 5.0 1.737 
. 
911 1.734 
. 112 3.560 . 223 
Q20 475 1.0 5.0 3.714 . 924 -. 770 . 112 . 342 . 224 Q21 474 1.0 5.0 3.559 
. 
902 -. 490 . 112 -. 187 . 224 022 474 1.0 5.0 2559 . 941 . 417 . 112 -. 351 . 
224 
023 477 1.0 5.0 4.096 
. 822 -1.594 . 112 3.982 . 223 024 476 1.0 5.0 3.059 1.059 . 043 . 112 -. 939 . 223 Q25 476 1.0 5.0 3.111 1.041 -. 179 . 112 -1.022 . 223 Valid N listwi 447 
Table 17 Overall mean, standard deviation, skew, and kurtosis 
This table shows the responses to the individual questions by number of 
respondents. All questions were answered by the majority of respondents 
this ranged from 480 (100 per cent) for Question 9 (I would not normally 
buy treats for myself) to 471 (98 per cent) for questions 13 (A budget 
account with a bank/building society help to manage household finances). 
The answers were scored on a five-point scale. Strongly agree being 5, 
Strongly disagree being 1. The mean ranged from 1.737 for question 
nineteen, (I must be the first in my social circle to have something new), to 
4.193 for question sixteen, (I make comparisons when making large 
purchases) showing that respondents tended to agree with question 
sixteen, while there was strong disagreement with question nineteen. The 
skew and kurtosis did not show any bunching of the data. 
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4.2.2.3 Central Tendency of types. 
It was necessary to test the reliability of the five types A-E to examine 
whether there was any correlations between them. The questions and 
associated types are shown in Appendix 6 
The first run analysis shows the mean standard deviation, skewness and 
kurtosis of these types as represented by bringing together the data from 
the five statements belonging to each one. 
N Minirum Ma dmum Mean Std. Kurt osis 
Statistic Statistic St atic St c Sis laöc Statistic Std. Error Statistic Std. Error 
472 5.00 23.00 11.8432 2.9151 . 403 . 112 . 523 . 224 
TYPES 482 7.00 25.00 16.3701 2.5295 -. 394 . 114 . 
822 
. 227 
TYPEC 488 9.00 25.00 18.7833 28913 -. 606 . 113 1.174 . 
225 
TYPED 465 7.00 25.00 18.2237 3.1331 -. 489 . 113 . 771 . 226 
TYPEE 467 7.00 25.00 162313 28978 . 174 . 113 . 284 . 225 
Valid N (istwIae) 448 
Table 18. Mean, standard deviation, skew and kurtosis for each type. 
The scores within the types show that there are some relationships which 
are stronger than others, for example three types C, D and E appear to 
form one group, while A and B form another group. 
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4.2.2.4 Between type correlation. 
A between type correlation calculation was conducted on the data using 
Pearson Correlation Coefficient analysis; the results are shown in the 
following table. 
Correlations 
TYPEA TYPEB TYPEC TYPED TYPEE 
TYPEA Pearson Correlation 1.000 . 23 -. 43 -27 -21 
Sig. (2-tailed) 
. 000 . 000 . 000 . 000 
N 472 460 465 464 464 
TYPEB Pearson Correlation 237 1.000 . 005 . 020 -. 064 
Sig. (2-tailed) 
. 000 . 914 . 669 . 175 
N 460 462 457 458 457 
TYPEC Pearson Correlatlon -. 43? . 005 1.000 . 593 . 381' 
Sig. (24ailed) 
. 000 . 914 . 000 . 000 N 465 457 466 461 461 
TYPED Pearson Correlation -. 27 . 020 . 593 1.000 . 399 
Sig. (2-tailed) 
. 000 . 669 . 000 . 000 
N 464 458 461 465 460 
TYPEE Pearson Correlation -. 215 -. 064 . 381 . 39 1.000 
Sig. (2-tailed) 
. 000 . 175 . 000 . 000 N 464 457 461 460 467 
'. Correlation is signficant at the 0.01 level (2-tailed). 
Table 19 Correlation between types, 
This shows that there is both positive and negative correlation between 
the types. The highest correlation being between Type C and D and the 
lowest between B and C. Type A has a positive correlation with Type B 
and a negative correlation with Types C, D and E. This shows that type A 
and B have more in common with each other than with the other types. 
Type C shows a strong negative correlation with Type A and a lesser 
negative correlation with Type B. The stronger positive correlations 
between Types C, D and E are an indicative of a relationship between 
them. 
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4.2.2.5 Within Type Correlations 
The next stage of the analysis was to examine each of the five types and 
their component questions. This was to identify any correlation within the 
data. 
The following table shows the correlation of the Type A: Indulgent 
questions 
Cor elauma 
02 05 010 015 019 
02 Pearson c4crelabon 1.000 230" . 149 . 054 29511 
54g. (2-taii4 
. 000 . 001 . 245 . 000 N 479 478 475 473 475 
05 Pearson Correlation 230' 1.000 
. 
102' 
. 
074 
. 224' 
Sig. (2-tailed) 
. 000 . 028 . 108 . 000 N 478 479 475 473 475 
QI0 Pearson Cortelation 
.1 . 102' 1.000 . 074 . 358' Sig. (2-talled) 
. 001 . 026 . 106 . 000 N 475 475 478 474 476 
015 Pearson Correlation 
. 054 . 074 . 074 1.000 . 010 54p. (248iled) 245 . 108 . 106 . 820 N 473 473 474 474 474 
019 Pearson Correlation 
. 356 . 010 1.000 81g. (2-nBed) 
. 000 000 000 . 820 N 475 475 478 474 476 
-. Corri on Is sigrAmt St On 0.01 level (2-TaüsM. 
'. Cornhtlon is af"mo t. t fm 0.05 level (2-Imilod). 
Table 20 Indulgent 
These results show the strongest correlation between questions 2 and 19 
(0.295) and between questions 10 and 19 (0.356). There is also 
correlation between Q 2-5 and Q 5-19, and Q10-19. The low correlation 
shown between questions 15-10 and 5-10 show that question 10 is the 
least likely to belong in this group as to being one which would indicate it 
being associated with the term Indulgent. Question 15 (I treat myself when 
I feel I deserve it) has low correlation with the other questions, an 
indication that it is not associated with indulgence. Whereas the other four 
questions; 2 (I like to live now and pay later), 5 (1 purchase some items 
without having a current use for them), 10 (When I shop I'm not very 
aware of the price of items), and nineteen, (I must be the first in my social 
circle to have something new), are more linked to an indulgent type than to 
any other 
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The following table shows the Type B: Split with Variations correlations. 
Correlations 
Q1 06 011 016 022 
Q1 Pearson Coffelabon 1.000 -. 038 . 280' -. 033 . 131' Sig. (2-tailed) 
. 412 . 000 . 470 . 004 N 477 476 473 469 471 
Q6 Pearson Correlation -. 038 1.000 . 135 . 282 -. 066 Sig. (24ailed) A12 
. 003 . 000 . 055 N 476 479 475 471 473 
all Pearson Correlation 
. 280 . 135 1.000 . 
032 
. 
088 
Sig. (2-tailed) 
. 000 . 003 . 489 . 058 N 473 475 476 472 470 
016 Pearson Correlation -. 033 . 282 . 032 1.000 -. 082 Sig. (2-tailed) 
. 470 . 000 . 489 . 
079 
N 469 471 472 472 466 
Q22 Pearson Correlation 
. 131 -. 088 . 088 -. 
082 1.000 
Sig. (2 tailed) 
. 004 . 055 . 058 . 079 N 471 473 470 466 474 
-. Correlation is significant at the 0.01 level (2-tailed). 
Table 21 Split with variations 
Compared with type A, this type shows weaker correlations between its 
component questions. The strongest correlations in this case are between 
question 6 and 16 (0.282) and between 01 and 11 (0.280). There are 
negative correlations between Q1 and Q6, Q1 and Q16, Q6and Q22, Q16 
and q22. There is no discernable pattern to the correlations in this case 
indicating that the coherence of the questions is less than in the case of 
type A. In particular 022 (I budget for everything but always exceed the 
budget amount) appears to have little relationship with the other four 
questions. 
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The next table shows the Type C Cost Benefit correlations. 
correlations 
07 012 020 21 023 
7 Pearson Correlation 1.000 . 137 . 215 . 192 . 449 Sig. (2-tailed) 
. 003 . 000 . 000 . 000 N 478 474 473 472 475 
012 Pearson Correlation 
. 137 1.000 . 263 . 269 . 261 Sig. (2-tailed) 
. 003 . 000 . 000 . 000 N 474 476 475 470 473 
Q20 Pearson Correlation 
. 215 . 263 1.000 . 299 . 232 Sig. (2-tailed) 
. 000 . 000 . 000 . 000 N 473 475 475 469 472 
021 Pearson Correlation 
. 192 . 269 299 1.000 . 280 Sig. (2-tailed) 
. 000 . 000 . 000 . 000 N 472 470 469 474 473 
023 Pearson Correlation 
. 449 . 261 .2 3 2 . 280 1.000 Sig. (2-tailed) 
. 000 . 000 . 000 
1 
. 000 N 475 473 4 7 2 473 477 
*'" Correlation is significant at the 0.01 level (2-tailed). 
Table 22 Cost benefit 
This group of questions is the one that shows the highest levels of 
correlation between the questions within the group. With significances at 
the 0.01 level shown in every cell. This indicates that all the questions 
show a good fit to each other and to the cost benefit type. 
The following table shows the Type D Pre-determined correlations. 
155 
03 08 013 017 Q24 
03 Pearson Correlation 1.000 . 455 . 169 . 536 . 307 
Sig. (2-tailed) 
. 000 . 000 . 000 . 000 
N 479 479 470 473 475 
08 Pearson Correlation 
. 455 1.000 . 186 . 475 . 287 
Sig. (2-tailed) . 000 . 000 . 000 . 000 N 479 479 470 473 475 
Q13 Pearson Correlation 
. 169 . 186 1.000 . 219 . 205 
Sig. (2-tailed) 
. 000 . 000 . 000 . 000 N 470 470 471 469 468 
017 Pearson Correlation 
. 536 . 475 . 219 1.000 . 
256 
Sig. (2-tailed) . 000 . 000 . 000 . 000 N 473 473 469 474 470 
Q24 Pearson Correlation 
. 307 . 287 . 205 . 256 1.000 Sig. (2-tailed) 
. 000 . 000 . 000 . 000 
N 475 475 468 470 476 
"" Correlation is significant at the 0.01 level (2-tailed). 
Table 23 Pre-determined. 
This group is similar to Type C in as much as all questions share a good 
level of correlation with each of the others in the cluster with a significance 
at the 0.01 level in each cell. Questions 3 and 17 showing the highest level 
with 0.536 Q's 3 and 8 are also high at 0.475. 
The next table shows the Type E Frugal correlations 
Core Ions 
04 09 014 018 025 
04 Pewsm Ikon 1.000 . 063 . 053 -. 019 . 036 
Sig. (2-tailed) 
. 167 . 253 . 681 . 435 N 479 479 471 475 475 
Q9 Pearaon Corrclaton 
. 063 1.000 .1 . 128" . 118" 
Sig. (2-tailed) 
. 167 . 000 . 005 . 010 N 479 480 472 476 476 
014 Pearson Correlation 
. 053 . 180- . 000 214° . 134 Sig. (2-tailed) 
. 253 . 000 . 000 . 004 N 471 472 472 412 468 
Q18 Pearson Correlation -. 019 . 125- . 214 1.000 
Sig. (2-tailed) 
. 
681 
. 005 . 000 . 000 N 475 478 472 478 472 
Q25 Peamon Correlation 
. 036 . 118" .1 1.000 Sig. (2-tailed) 
. 436 . 
010 
. 004 . 000 N 475 476 468 472 476 
". correlation is s gnffl i it the 0.011" (24alse). 
". Correlatlon Is significant at the 0.05 level (2-taI ea). 
Table 24 Frugal 
Of the five internal test this shows the poorest correlation overall. There is 
poor correlation particularly between Question 4 (t tend not to buy things 
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because they have a designer label) and all others in the cluster the 
remaining questions show things to be slightly better Q9-14-18-25. 
There is evidence to support the argument that in general these 
statements correspond to their associated types and with each other. 
However in some cases the correlations are stronger than others. 
4.2.2.6 Reliability Overall 
Internal reliability was measured by calculating Cronbach's Alpha 
coefficient for the five groups' types with the statements used to describe 
them. An Alpha test is conducted to test the reliability of the answer in a 
survey, the higher the Alpha score the more reliable are the findings 
(Cronbach 1951). These resulting coefficients are shown in the following 
table. Full alpha tables are shown in (Appendix 11) 
The reliability coefficient of the twenty-five items was Alpha 0.5192 with a 
Standardised Item Apha coefficient of 0.5422. 
Individual group alpha coefficients were as follows: 
Type A Alpha 0.4863 Standardised Item alpha 0.4841 
Type B Alpha 0.2951 Standardised Item alpha 0.2824 
Type C Alpha 0.6346 Standardised Item alpha 0.6377 
Type D Alpha 0.6765 Standardised Item alpha 0.6925 
Type E Alpha 0.4032 Standardised Item alpha 0.4105 
As the analysis show that all of these figures are below 0.70 a figure, that 
according to Nunally (1978) could be used as an indicator as to the 
reliability of any findings The highest figure in this table is Type D with 
0.6925 suggesting that this grouping was the most reliable in terms of 
indicating the existence of any cohesion in that group. Type C shows a 
similar level of reliability. Type A and type E show an intermediate level of 
similarity to each other. Type B has the lowest level of reliability. 
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The analysis sought to confirm the existence of 5 styles of purchasing. 
However whilst the data supports the argument that styles of purchasing 
exist, the results obtained from the correlation tests indicate the existence 
of only 4 types. The Pearson Coefficients bring into question the 
statements describing the Frugal type (E). Whereas the Alpha coefficients 
cast doubt over the reliability of the Split with Variations type (B). 
4.2.2.7 Overall Correlations Test 
Having run these previous correlation analyses tests it was thought that 
further analysis might provide valuable results. 
A correlation test of all the twenty-five questions with each other was 
carried out to investigate whether any underlying relationships would 
emerge. The output from this analysis using a correlation of greater than 
0.3 resulted in eleven statements emerging. Looking in detail at these 
statements, two underlying themes can be seen to have emerged, those 
of saving and spending 
4.2.2.8 Attitude Correlation 
Attitude Correlation => .3 Items 
The following statements gave a value greater than 0.3 
The following statements were concerned with saving 
7. I like to put money away regularly for specific future commitments. 
13. A budget account with a bank/building society helps to manage 
household finances. 
23.1 think regular saving is a good idea. 
24.1 set aside a budgeted amount each month for shopping 
The following statements were concerned with spending 
3.1 keep careful account of the money I spend. 
8. Most of the time I know how much money I have on me. 
16. I make comparisons when making large purchases. 
17.1 am always aware of my budget. 
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18. In making any purchase for any purpose, my first consideration is 
price. 
20.1 like to see something substantial for my money. 
21.1 will purchase items after making lots of comparisons. 
4.2.2.9 Factor Analysis 
Having tested the data for evidence to support the original findings of the 
Q-tests and finding limited substantial results, the next analysis was to 
explore the existence of any other underlying trends in the data. A second 
form of analysis was conducted on the correlation matrices to reduce the 
data to another format to determine what the outcome would be and 
whether the statements would form groups with similar characteristics. The 
method employed was factor analysis. 
Factor analysis is a data reduction and summarisation technique used to 
analyse the interrelationship among many variables and capture their 
common underlying dimensions (factors). (Howitt and Cramer 1999). This 
form of analysis is used to detect important underlying characteristics that 
might not in themselves be obvious, but which might be found as 
manifestations of variables, which are observed. 
Running a factor analysis with an eigenvalue greater that 1, seven factors 
were identified as shown in the following table. 
159 
Total Variance Explained 
Initial lo ss Ewvetlo n Sims of Loadbxm RRotation Sums Square d Loadinus 
Factor Told % of Variance Cumulative % Total % of Variance Cumulative % Total % Variance Cumulative % 
6.220 20.881 20.881 2.302 9.209 9.209 2.167 8.670 8.570 
2 2.072 8.289 29.170 3.274 13.099 22.303 1.773 7.080 15.780 
3 1.958 7.834 37.004 1.684 6.338 28.641 1.728 6.910 22.670 
4 1.343 5.374 42.378 1.211 4.844 33.465 1.417 5.667 28.337 
6 1284 6.135 47.513 . 
756 3.062 36.547 1.252 5.007 33.343 
6 1.119 4.476 51.989 599 2.394 38.941 1.026 4.106 37.449 
7 1.002 4008 55.997 . 615 2.458 41.389 X88 3.950 41.309 8 . 988 3.963 69.950 
9 . 876 3.502 63.452 
10 
. 
887 3.468 66.920 
11 . 828 3.311 70.231 
12 . 753 
3.013 73.244 
13 . 710 2.840 76.064 
14 . 704 
2.818 78.901 
15 . 631 2.525 81.425 
16 X606 2.423 83.849 
17 . 
678 2.311 86.159 
18 . 529 2.114 88.273 
19 . 493 
1.971 90245 
20 . 476 1.906 92.151 
21 . 471 1.883 94.034 
22 . 449 1.795 95.530 23 
. 402 
1.607 97.437 
24 
. 
335 1.341 98.778 
25 . 306 1.222 1 000 äxbadion MoMod: GenweRzed Least Square.. 
Table 25 Total Variance 
The seven factors identified were: 
Factor 1 
3. I keep careful account of the money I spend. 
17. I am always aware of my budget. 
7. I like to put money away regularly for specific future commitments. 
8. Most of the time I know how much money I have on me. 
24.1 set aside a budgeted amount each month for shopping 
Factor 2 
5. I purchase some items without having a current use for them. 
1. I like buying things on impulse. 
12. I only purchase items I consider adequate for the purpose I had in 
mind. 
11. I make small purchases on a regular basis without giving them 
much thought. 
2. I like to live now and pay later. 
22.1 budget for everything but always exceed the budgeted amount. 
Factor 3 
18. In making any purchase for any purpose, my first consideration is 
price. 
20. I like to see something substantial for my money. 
25. I often say 'I can't afford that' whether I can or not. 
14. Charity shops are good for bargains 
13. A budget account with a bank/building society helps to manage 
household finances. 
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Factor 4 
16. I make comparisons when making large purchases. 
21. I will purchase items after making lots of comparisons. 
6. t don't feel hesitant or stressful when making small purchases. 
10. When i shop I'm not very aware of the price of items. 
Factor 5 
19.1 must be the first in my social circle to have something new. 
4.1 tend not to buy things because they have a designer's label. 
Factor 6 
23.1 think regular saving is a good idea. 
Factor 7 
15. I treat myself when I feel I deserve it. 
9.1 would not normally buy treats for myself. 
Factor 5 and 7 each comprise two statements on the same issue. Factor 5 
being concerned with fashion status and factor 7 being concerned with 
treats. In each case the two statements might be considered to represent 
opposites. Factor 6 comprised only one statement. Factors 5,6 and 7 and 
their 5 components were therefore not pursued. 
The four retained factors displayed patterns of similarity to the original five 
types; therefore names chosen were to communicate the conceptual 
structure of the research and refer to the original descriptors' names. 
These names are similar to or the same as the original ones. 
Factor 1 Careful Budget conscious 
Factor 2 Impulse without concern, casual purchasing 
Factor 3 Parsimonious, Frugal 
Factor 4 Calculative, weighting. 
4.2.2.10 Internal Reliability of the Four Factors 
Further internal reliability was tested by calculating Cronbach's alpha for 
the first four factors which emerged. 
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Factor analysis on the remaining twenty questions shown in the following 
table revealed that there was not sufficient evidence to support the 
existence of the four factors as they were. 
Rotated Factor Matrif 
Factor 
1 2 3 4 
Q3 
. 709 -. 264 . 184 7.103E-02 
017 
. 609 -. 149 . 244 . 318 Q7 . 607 -9.66E-02 4.501 E-02 . 123 08 
. 549 -6.37E-02 . 180 . 329 024 
. 360 -1.69E-03 . 308 -3.04E-02 013 
. 271 . 119 237 6.965E-02 01 -9.05E-02 . 629 -3.83E-02 1.790E-02 
Q5 1.621E-02 . 625 -5.03E-02 -. 143 Q11 -. 183 . 528 -. 153 . 187 Q12 
. 110 -. 486 . 189 . 222 02 -. 318 . 435 . 111 -. 232 Q22 -. 121 . 265 . 138 -. 117 
Q18 . 130 -9.64E-02 . 677 1.936E-02 Q20 
. 158 -. 186 . 
528 
. 115 
025 9.122E-02 6.773E-02 . 445 -1.78E-02 021 
. 169 -. 271 . 413 . 404 014 
. 118 -5.32E-02 . 308 . 184 Q16 
. 201 -5.89E-02 . 160 . 768 06 
. 177 -3.14E-02 -. 205 . 416 Q10 -. 153 . 207 -. 107 -. 305 
Extraction Method: Generalized Least Squares. 
Rotation Method: Varimax with Kaiser Normalization. 
a. Rotation converged in 7 iterations. 
Table 26 Factor analysis on the four factors questions. 
The next step therefore was to purify the factors. This was done by means 
of a series of Alpha tests for each of the four factors. Thereby the data 
were reduced by removing one question from each factor. Sixteen of the 
original twenty questions remained with an improved alpha and four 
factors emerging with supporting questions. (Appendix 11 Alpha Test 
data). 
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The questions as they were numbered in the questionnaire and the 
improved Alpha in the four factors are as follows: 
Factor 1 Careful budget conscious 
3. I keep careful account of the money I spend. 
17. I am always aware of my budget. 
7. I like to put money away regularly for specific future commitments. 
8. Most of the time I know how much money I have on me. 
Factor 2 Impulse without concern, casual purchasing 
5. I purchase some items without having a current use for them. 
1. I like buying things on impulse. 
12. I only purchase items I consider adequate for the purpose I had in 
mind. 
11.1 make small purchases on a regular basis without giving them 
much thought. 
2.1 like to live now and pay later. 
Factor 3 Parsimonious, Frugal 
18. In making any purchase for any purpose, my first consideration is 
price. 
20.1 like to see something substantial for my money. 
25. I often say 'I can't afford that whether I can or not. 
14. Charity shops are good for bargains 
Factor 4 Calculatitive, weighting 
16. I make comparisons when making large purchases. 
21. I will purchase items after making lots of comparisons. 
10. When I shop I'm not very aware of the price of items. 
Factor I with item removed alpha coefficient 0.7608 
Factor 2 with item removed alpha coefficient 0.6038 
Factor 3 with item removed alpha coefficient 0.5767 
Factor 4 with item removed alpha coefficient 0.5552 
These four purified factors contained sixteen questions. Further factor 
analysis on these resulted in them falling into four groups, which provided 
a clear robust instrument to carry forward to the next stage of the 
research. This is shown in the following table. 
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Rotated Factor Matrif 
Fac tor 
1 2 3 4 
Q3 
. 694 -. 241 . 217 3.477E-02 017 
. 638 -. 120 . 243 . 270 
Q7 
. 609 -8.13E-02 6.643E-02 6.664E-02 
08 
. 576 -4.77E-02 . 192 . 259 
01 -. 106 . 645 -2.40E-02 5.615E-03 
Q5 -1.80E-02 . 622 -6.62E-02 -. 123 
Q 11 -. 178 . 497 -. 119 . 125 
Q12 
. 133 -. 475 . 177 . 227 
Q2 -. 359 . 418 . 108 -. 189 
Q18 
. 103 -8.65E-02 . 733 3.840E-02 Q20 
. 157 -. 194 . 
525 . 127 
Q25 9.506E-02 5.580E-02 
. 399 1.133E-02 
Q14 
. 129 -5.01 E-02 . 293 . 190 Q16 
. 253 -2.94E-02 . 101 . 861 
Q21 
. 207 -. 267 . 376 . 382 
Q10 -. 204 . 172 -7.62E-02 -. 294 
Extraction Method: Generalized Least Squares. 
Rotation Method: Varimax with Kaiser Normalization. 
a" Rotation converged in 7 iterations. 
Table 27 Four factors after being purified 
4.2.3 Demographics 
This section contains the findings of the second section of the first 
questionnaire: the demographic questions. 
These demographic data were to be of a basic nature at this stage of the 
research, they were not intended to form the basis of any in-depth 
analysis. It would be sufficient to show that the respondents were drawn 
from a wide cross section of the population as a whole. The following 
demographic information was extracted from the returns of the 480 
respondents. The data were subjected to in-depth analysis later in the 
study and reported on further on in the chapter. 
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The following table shows the number of respondents who answered each 
of the questions. 
Statistics 
I I Number in Employm 
Gender Status Household Age ent Sala Job Title 
-W -Valid 478 473 470 478 470 365 279 
Missing 2 7 10 2 10 115 201 
Table 28 Breakdown of demographic questions answered in survey one. 
This shows that majority of respondents answered the basic questions 
relating to gender, status, numbers in family, age and employment. The 
remaining two questions that on salary and job title were ignored by a 
large number of respondents. The question on job title was answered by 
58 percent and that on salary by 76 percent of the respondents. One 
explanation for this is the reluctance of people to disclose their salary 
along with the high percentage of respondents of retirement age and 
therefore not working. 
The next table shows the gender split of the respondents. 
Gender 
Frequency Percent 
Valid 
Percent 
Cumulative 
Percent 
Valid Male 198 41.3 41.4 41.4 
Female 280 58.3 58.6 100.0 
Total 478 99.6 100.0 
Missing System 2 .4 
Total 480 100.0 
Table 29 Gender of respondents to survey one. 
Gender of respondents is split 58.6 per cent female and 41.4 per cent 
male. As the gender split of the subjects in the survey was unknown in the 
outset, the only conclusions that can be drawn from these figures is that 
more females replied to the survey than males. 
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The next table shows the marital status of the respondents. 
Status 
Frequency Percent 
Valid 
Percent 
Cumulative 
Percent 
Valid Married 374 77.9 79.1 79.1 
Single 99 20.6 20.9 100.0 
Total 473 98.5 100.0 
Missing System 7 1.5 
Total 480 100.0 
Table 30 Marital Status of respondents to survey one 
The high percentage of married respondents is interesting, 78 per cent 
compared to 20 per cent single. Although this is not as represented in the 
UK population statistics (Appendix 12 Government Statistics). It might be 
an indication that married people might be more prepared to spend the 
time to complete a questionnaire than single people. Or it may reflect the 
number of older people among the respondents. 
The next table shows the numbers in the respondents' households. 
Number in Household 
Frequenc Percen 
Valid 
Percen 
Cumulativ 
Percen 
Valid 1.0 101 21.0 21.5 21.5 
2.0 190 39.6 40.4 61.9 
3.0 60 12.5 12.8 74.7 
4.0 74 15.4 15.7 90.4 
5.0 27 5.6 5.7 96.2 
6.0 17 3.5 3.6 99.8 
7.0 1 .2 .2 100.0 Total 470 97.9 100.0 
Missin Syste 10 2.1 
Total 480 100.0 
Table 31 Numbers in family of respondents to survey one. 
A wide selection of replies was obtained to this question. A large 
percentage lived on their own (21 per cent). The largest group was with 
two persons in households at 39.6 per cent with subsequent percentages 
declining with increasing household size. 
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The next table shows the breakdown into age groups. 
Aga 
Frequency Percent 
Valid 
Percent 
Cumulative 
Percent 
V ;w Under 20 7 1.5 1.5 1.5 
20 UNDER 30 48 10.0 10.0 11.5 
30 UNDER 40 90 18.8 18.8 30.3 
40 UNDER 50 91 19.0 19.0 49.4 
50 UNDER 60 98 20.4 20.5 69.9 
OVER 60 138 28.8 28.9 98.7 
7.0 8 1.3 1.3 100.0 
Total 478 99.6 100.0 
Missing System 2 .4 Total 480 100.0 
Table 32 Age groups of respondents to survey one. 
This table shows that the age of respondents ranged from under twenty to 
over sixty, with the largest percentage in the over sixty age group (28.8 
per cent). One interesting point can be drawn from that particular figure is 
that that age group being of a retirement age possibly have more time to 
respond to surveys. This links up with a comparison between age and 
employment status. 
The next table shows the breakdown of the respondents by employment. 
Employment 
Frequency Percent 
Valid 
Percent 
Cumulative 
Percent 
Valid Full time 185 38.5 39.4 39.4 
Part time 50 10.4 10.6 50.0 
Not employed 20 4.2 4.3 54.3 
Business owner 48 10.0 10.2 64.5 
Student 8 1.7 1.7 66.2 
Housewife 35 7.3 7.4 73.6 
Retired 124 25.8 26.4 100.0 
Total 470 97.9 100.0 
Missing System 10 2.1 
Total 480 100.0 
Table 33 Employment status of respondents to survey one 
It shows that respondents came from a wide range of employment status. 
If totalled it shows that 187 respondents (39 per cent) were not in paid 
employment (student, housewife, retired) the remaining 283, (59 per cent) 
having a variety of employment status. 
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The next table shows the range of job categories of respondents. 
Job Title 
Friequency Percent 
Valid 
Percent 
Cumulative 
Percent 
Valid Senior MgVProfesswW 98 20.4 35.1 35.1 
ClericaUSecretarial 56 11.7 2D. 1 55.2 
Supervisor 11 2.3 3.9 59.1 
Personal service 27 5 6 9 7 66 6 employee . . . 
Mgt Executive 32 6.7 11.5 60.3 
Non-marnml 9 1.9 3.2 83.5 
Skilied Trad&Craft 27 5.6 9.7 912 
Technical worket 12 2.5 4.3 97.5 
Manual worker 7 1.5 2.5 100.0 
Total 279 58.1 100.0 
Missing System 201 41.9 
Total 480 1000 
Table 34 Job titles of respondents to survey one. 
It illustrates the wide diversity of employment of the respondents. 
The next table presents the salary of the respondents. 
Salary 
Frequency Percent 
Valid 
Percent 
Cumulative 
Percent 
Valid Under £10,000 106 22.1 29.0 29.0 
£10,000 and 125 26 0 34 2 63 3 
under £20,000 . . . 
£20,000 and 
under £30,000 73 15.2 20.0 83.3 
£30.000 and 31 6 5 8 5 91 8 
under £40,000 . . . 
£40,000 and 
under £50,000 
10 2.1 2.7 94.5 
Over £50,000 20 4.2 5.5 100.0 
Total 365 76.0 100.0 
Missing System 115 24.0 
Total 480 100.0 
Table 35 Salary of respondents to survey one. 
It shows that the respondents' salaries cover a wide spectrum with the 
greater number of them earning less than £20,000. 
The demographic data compares favourably with the Government 
statistics (Appendix 12). There is no discernable bias, other that that 
which has been pointed out, in the data obtained from the survey when 
compared with that in the government statistics. 
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4.2.3.1 Hotel stays 
The final three questions in the survey were concerned with whether the 
respondents had stayed in a hotel since January 1998, the number of 
times stayed and the purpose of the stay either business or leisure. 
That data obtained are shown in the following tables; 
Stayed in hotel. 
Stayed in Hotel 
Freuen Percent 
Valid 
Percent 
Cumulative 
Percent 
Valid yes 280 58.3 58.9 58.9 
No 195 40.6 41.1 100.0 
Total 475 99.0 100.0 
Missing System 5 1.0 
Total 480 100.0 
Table 36 Respondents to survey one who had stayed in a hotel in the 
previous 18 months. 
This shows that 280 respondents (58.3 percent) had staying in hotels 
during the period nominated in the questionnaire (18 months). The 
percentage figure of people staying in hotels accords with data produced 
by Key Note (2000) (Appendix 1) 
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The following table shows the breakdown of number of stays. 
Number of times 
Frequency Percent 
Valid 
Percent 
Cumulative 
Percent 
Valid 1.0 90 18.8 31.8 31.8 
2.0 70 14.6 24.7 56.5 
3.0 46 9.6 16.3 72.8 
4.0 23 4.8 8.1 80.9 
5.0 14 2.9 4.9 85.9 
6.0 9 1.9 3.2 89.0 
7.0 5 1.0 1.8 90.8 
8.0 5 1.0 1.8 92.6 
10.0 7 1.5 2.5 95.1 
12.0 5 1.0 1.8 96.8 
15.0 2. 
.4 .7 97.5 20.0 2 .4 .7 98.2 30.0 1 .2 .4 98.6 50.0 2 .4 .7 99.3 60.0 1 .2 .4 99.6 100.0 1 .2 .4 100.0 Total 283 59.0 100.0 
Missing System 197 41.0 
Total 480 100.0 
Table 37 Frequency of stays in hotels of respondents to survey one. 
Of the respondents who had stayed in hotels; 32% had stayed on one 
occasion, 25 percent had stayed on two occasions and 16 percent on 3 
occasions. A total of 206 (73%) of the 283 stayed in a hotel up to three 
nights during the stated period. This compares with other research Key 
Note 2000). (Appendix 1) Over 58 per cent of respondents had stayed in a 
hotel since January 1998 a figure higher in percentage terms than was 
expected. 
The demographic data obtained were analysed and crosstabulation was 
made between that data and the data regarding staying in hotels and 
purpose of stay. That data is shown in (Appendix 13). Analysis of that 
data revealed the following details that are worth reporting. 
4.2.3.2 Staying in a hotel 
Two hundred and eighty subject responded that they had stayed in a hotel 
in the period in question of those 45 percent were male and 55 female. 
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Eighty one percent were married and 19 percent single. The largest age 
group by percentage was over 60,27 percent, the next group by size were 
between the ages of 30-40 21 percent, the groups aged. 40-50 and 50-60 
both had 19 percent while those under the age of 30 totalled 13 percent. 
Sixty-eight were employed, 25 percent were retired and the remaining 
eight percent were not employed. 
The job titles and percentages showed the largest group were; Senior 
Management professional 43 percent, followed by Clerical secretarial, 18 
per cent by Other Management Executive with 14 percent with the 
remaining groups all under seven per cent 
The largest salary group were between £10-20,000 with thirty-four per 
cent followed by those with salaries between £20-30,000, twenty-three per 
cent. Nineteen per cent earned less than £10,000. 
4.2.3.3 Purpose of Stay 
The next table shows the purpose of stays either business or leisure 
reported in the data. 
Purpose of stay 
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Business 73 15.2 25.7 25.7 
Leisure 198 41.3 69.7 95.4 
Others 13 2.7 4.6 100.0 
Total 284 59.2 100.0 
Missing System 196 40.8 
Total 480 100.0 
Table 38 Purpose of hotel stay of respondents to survey one. 
Respondents who stayed for leisure n197,69.7 per cent, outnumbered 
business stays n 73,25.7 per cent. It is interesting to note that the majority 
of respondents stayed on less than four occasions; leisure rather than 
business stays tend to be of longer duration. Those who stayed on 
business stayed on a greater number of occasions. 
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4.2.3.4 Purpose of stay for either business or leisure. 
Seventy per cent stayed for leisure purposes while 26 per cent stayed on 
business. The breakdown of business stays were, sixty-six percent male 
and thirty four percent female. The leisure breakdown were, sixty-two 
percent female and thirty-eight male. It is worth noting that a higher 
percentage stayed in hotels for leisure with the larger percentage being 
female. Male business stays are one hundred percent more than female 
business stay. This would indicate when targeting for business customers 
should be directed to male customers, targeting for leisure customers 
attention should be directed at female customers. 
The marital status were business married seventy eight per cent twenty 
two percent single. Leisure stays were married eighty two percent and 
single eighteen percent Staying for leisure purposes by married 
consumers shows a slightly higher percentage than married business 
customers which is suggested is not very significant in this study. 
The age groups staying on business were the largest percentage group 
30-40 twenty nine percent, closely followed by 40-50 twenty-seven and 
50-60 twenty percent. The two smallest age groups were the over sixties 
and under thirties with less than twelve percent. Conversely the age 
groups staying for leisure revealed the over sixties as the largest group 
with thirty three percent followed by 50-60 nineteen per cent, the 30-40 
and 40-50 had similar percentages eighteen and sixteen and the smallest 
age group were under 30, twelve percent. 
If there data were to be used for segmentation and targeting purposes age 
groups between thirty and fifty would be suitable for business purposes. 
Those over fifty and retired would be appropriate for leisure purposes. 
Examination of the employment data reveals business stays totalled eighty 
nine percent, leisure stays sixty percent. The highest percentage in the 
remaining categories were retired with thirty three percent leisure stays. 
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The job titles revealed the largest group staying on business were Senior 
Management professional sixty-one per cent and other management 
executive with fifteen percent. The largest percentage staying on leisure 
were senior management professional with thirty three percent. Clerical 
secretarial made up the next largest group with twenty four percent. Other 
management executive with 12 per cent were another significant sized 
group closely followed by service employee I shop assistant with 10 per 
cent. 
These employment details could be combined with the age grouping data 
to give further useful elements for segmentation purposes. 
Salary and purpose of stay for either business or leisure revealed the 
largest group were those with a salary between £10-20,000, forty per cent 
staying for leisure. The next group were those with aged between 20-30 
staying on business, thirty-nine per cent. Those under earning under 
£10,000 staying for leisure purposes were twenty three percent. This high 
percentage with a small salary could be accounted for by the large 
percentage of respondents who are retired and have savings or a pension 
as opposed to a salary. 
This discussion has identified various useful segmentation variables and 
target consumer groups within the data from survey one. 
These demographic data show the range of characteristics of the 
respondents to the survey. Comparisons were made with data obtained 
from UK Government Statistics. This showed that there were some small 
differences between the two. (Appendix 12) It is not clamed that these 
particular data are representative of the UK population, but to show the 
diversity of the population 
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4.2.4 Summary and conclusion of survey one 
The objectives of this survey were to explore and confirm the five styles of 
purchasing which were established in the development stage. The data 
obtained from the 480 returned questionnaires were subjected to analysis. 
Through a process of refinement and purification four robust styles of 
purchasing were established. These were utilised in the second survey 
which is reported in the next section. 
Demographic data along with staying in a hotel, length and purpose of 
stay data were analysed and cross-tabulated. This revealed some 
interesting finding which provided segmentation and targeting variables 
and options which hoteliers could adopt. 
4.3 Survey Two 
The objectives of this survey were to obtain a wide range of information 
concerning the research and aspects of consumer behaviour. Firstly it 
further sought to establish styles of purchasing that were identified in 
survey one. Secondly it sought to identify that within consumer behaviour 
there were elements of economic and psychological cost and benefits that 
could be identified. Thirdly that the established styles of purchasing and 
aspects of economic and psychological behaviour could be related to the 
act of purchasing a holiday. Finally comparisons were made with the 
demographic data to identify any trends or correlations between 
demographics, styles of purchasing and economic and psychological 
factors. 
4.3.1 Questionnaire 
The research method utilised was a postal survey using 1000 subjects. 
The questionnaire (Appendix 8) contained the sixteen questions relating to 
the four styles of purchasing established in survey one, twenty-four 
questions relating to economic and psychological costs and benefits of 
holiday decisions, which were compiled using Ekehammar's (1977) 
theories, and a final question about the amount the subject was prepared 
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to spend on a holiday The final section contained seven questions relating 
to demographics. One hundred and fifty five usable questionnaires were 
returned, the information obtained was entered into SPSS for data 
analysis. 
The first sixteen questions on styles of purchasing had been formulated 
from the results factor analysis of the previous survey. They were: factor 
one, careful and budget conscious, factor two, impulsive without concern, 
casual purchasing, factor three, parsimonious and frugal and factor four, 
calculative and weighting. There were four questions in the factor one 
group, five questions in factor two group, four questions in factor four 
group and three questions in factor four group. 
The second section of the questionnaire contained twenty-four questions: 
six related to aspects of economic costs, four to economic benefits, eight 
related to psychological costs and six to psychological benefits. These 
questions sought to determine whether subjects placed different emphasis 
on those aspects within the decision making process of choosing a 
holiday, and what significance if any this was in relation to the styles of 
purchasing. The importance subjects placed on the various questions 
would indicate whether their intentions were in any way seeking economic 
or psychological cost benefits. 
A question was asked at the end of this section related to the amount 
respondents would expect to pay per person on a holiday. Another 
section contained questions of a demographic nature similar to those in 
survey one. 
4.3.2 Analysis 
The data were then divided into their respective aspect groups for further 
analysis. The findings are presented in the following sections: Style of 
purchasing questions, economic and psychological cost benefit questions, 
demographic data, and comparisons between styles of purchasing and 
economic and psychological data. 
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4.3.2.1 Style of purchasing questions 
Statistical analyses were conducted on the sixteen questions that formed 
the first part of the questionnaire. Frequency tests were conducted on the 
information obtained from each question. - 
4.3.2.1.1 Frequency tables 
The following tables show a small section of the overall frequency table 
which is set out in (Appendix 14) data are displayed in the following tables. 
It shows the frequency and percentage frequency of responses to the first 
three questions. 
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Frequen Perce Valid 
Cumulativ 
Perce 
Valid 1. 68 43.9 43.9 43.9 
2.00 54 34.8 34.8 78.7 
3.00 21 13.5 13.5 92.3 
4.00 5 3.2 3.2 95.5 
5.00 7 4.5 4.5 100. 
Total 155 100. 100. 
q2 
" 
F uen Peroe Valid Percent 
Cumutatiw 
Percent 
va M 1.00 6 3.9 3.9 3.9 
2.00 25 18.1 18.3 20.3 
3.00 20 12.9 13.1 33.3 
4.00 35 22.8 22.9 56.2 
5.00 67 43.2 43.8 100.0 
Total 153 98.7 100.0 
Missing System 2 1.3 
Total 155 1000 
43 
F Percent Valid Percent 
Ctanulat ve 
Percent 
Valid 1.00 47 30.3 30.7 30.7 
2.00 28 18.1 18.3 49.0 
3.00 38 24.5 24.8 73.9 
4.00 32 20.6 20.9 94.8 
5.00 8 5.2 5.2 100.0 
Total 153 98.7 100.0 
Missing System 2 1.3 
Total 155 100.0 
Table 39 Frequency and percentage frequency of responses to question 
1-3 of survey two. 
Analysis of these data indicates that the majority of respondents 
responded to these questions. 
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4.3.2.2 Central Tendency of responses to questions 
Table 40 shows the mean and standard deviation for the individual style of 
purchasing questions. The mean ranged from 1.29 for question 4 to 3.92 
for question 10. This indicates that on average respondents strongly 
agreed with the statement `I make comparisons when making large 
purchases. ' The responses to question 10 were reversed, on average 
respondents agreed with the statement 'I only purchase items I consider 
adequate for the purpose I had in mind. ' 
Question 16, (When I shop I am not very aware of the price of items) had 
the largest standard deviation at 1.38. Question four had a relatively low 
standard deviation score of O. M. 
Descriptive Statistics 
Mean Std. Deviation Analysis N 
q1 1.8968 1.0517 155 
q2 3.8129 1.3181 155 
q3 2.4839 1.2911 155 
q4 1.2968 . 6759 155 
q5 1.7355 1.0324 155 
q6 3.0387 1.3998 155 
q7 2.3677 1.3581 155 
q8 3.8903 1.4883 155 
q9 2.1871 1.2628 155 
g10r 3.9226 1.0723 155 
q11 2.9097 1.2760 155 
q12 2.1355 1.0261 155 
q13 1.6581 . 9428 155 
q14 2.7226 1.3653 155 
q15 2.5677 1.3094 155 
Q16 2.1935 1.3868 155 
(r indicates reverse in the analysis) 
Table 40 Mean and standard deviation of responses to questions 1-16 in 
survey two. 
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4.3.2.3 Correlation within the types. 
Correlation analyses were run on the data to test whether there were any 
identifiable trends. These correlation tables follow. 
Type 1: Careful budget conscious 
Descriptive statistics 
Mean Std. Deviation N 
q1 1.8968 1.0517 155 
q5 1.7355 1.0324 155 
q9 2.1871 1.2628 155 
q13 1.6581 . 9428 155 
Correlations 
1 5 9 13 
q1 Pearson Correlation 1.000 . 328" . 254* . 331 Sig. (2-tailed) 
. 000 . 001 . 000 N 155 155 155 155 
q5 Pearson Correlation . 328 1.000 . 218 . 273 Sig. (2-tailed) 
. 000 . 007 . 001 N 155 155 155 155 
q9 Pearson Correlation . 254 . 218 1.000 . 032 Sig. (2-tailed) 
. 001 . 007 . 690 
N 155 155 155 155 
q13 Pearson Correlation . 331 . 273 . 032 1.000 Sig. (2-tailed) 
. 000 . 001 . 690 N 155 155 155 155 
**" Correlation is significant at the 0.01 level (2-tailed). 
Table 41 Correlation between questions within the careful budget 
conscious type. 
There was some significant correlation between these four questions 
except in the case of questions 9 and 13. This indicates that Q9 (I like to 
put money away for specific future commitments) does not bear too dose 
a relationship with Q 13 (Most of the time I know how much money I have 
on me). Question 9 had the highest mean showing that on average 
respondents agreed with the statement. 
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Type 2: Impulse without concern, casual purchasing. 
Descriptive Statistics 
Mean Std. Deviation N 
q2 3.8129 1.3181 155 
q6 3.0387 1.3998 155 
q8 3.8903 1.4883 155 
g10r 3.9226 1.0723 155 
q14 2.7226 1.3653 155 
Correlations 
2 6 8 10r 14 
q2 Pearson Correlation 1.000 . 212 . 016 . 
316 . 238 
Sig. (2-tailed) 
. 
008 . 844 . 
000 . 003 
N 155 155 155 155 155 
q6 Pearson Correlation . 212 1.000 . 
370 . 
175* . 111 
Sig. (2-tailed) . 008 . 000 . 
029 . 169 
N 155 155 155 155 155 
q8 Pearson Correlation . 016 . 
37 1.000 . 
157 . 
001 
Sig. (2-tailed) 
. 
844 . 000 . 
050 . 991 
N 155 155 155 155 155 
g10r Pearson Correlation . 316 . 175* . 157 1.000 242 
Sig. (2-tailed) . 000 . 029 . 050 . 002 
N 155 155 155 155 155 
q14 Pearson Correlation 238 . 111 . 001 . 242 1.000 
Sig. (2-tailed) . 003 . 169 . 991 . 002 
N 155 155 155 155 155 
*. Correlation is significant at the 0.01 level (2-tailed). 
'. Correlation is significant at the 0.05 level (2-tailed). 
Table 42 Correlation of impulsive without concern, casual purchasing 
Some significant correlation was revealed between these questions 
relating to the impulsive type. Question 2 (I purchase some items without 
having a current use for them) was most closely related with other 
questions in the group. Question 8 (I like to live now pay later) showed 
least correlation with the other questions. 
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Type 3: Parsimonious, frugal 
Descriptive Statistics 
Mean Std. Deviation N 
q3 2.4839 1.2911 155 
q7 2.3677 1.3581 155 
ql l 2.9097 1.2760 155 
q15 2.5677 1.3094 155 
Correlations 
3 7 11 15 
q3 Pearson Correlation 1.000 . 220 . 279 . 263 
Sig. (2-tailed) 
. 006 . 000 . 
001 
N 155 155 155 155 
q7 Pearson Correlation . 220 1.000 . 
068 -. 009 
Sig. (2-tailed) 
. 006 . 400 . 
915 
N 155 155 155 155 
q11 Pearson Correlation . 279 . 
068 1.000 . 151 
Sig. (2-tailed) 
. 000 . 400 . 060 
N 155 155 155 155 
q15 Pearson Correlation . 263 -. 009 . 151 1.000 
Sig. (2-tailed) 
. 001 . 915 . 060 
N 155 155 155 155 
". Correlation is significant at the 0.01 level (2-tailed). 
Table 43 Correlation of parsimonious, frugal. 
Question 3 (In making any purchase for any purpose, my first 
consideration is price) shows significant correlation with the other three 
questions in the group. However there is little or no correlation between 
the other three questions. 
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Type 4: Calculative, weighting. 
Descriptive Statistics 
Mean Std. Deviation N 
q4 1.2968 . 6759 155 
q12 2.1355 1.0261 155 
Q16 2.1935 1.3868 155 
Correlations 
4 12 Q16 
q4 Pearson Correlation 1.000 . 32 . 250" Sig. (2-tailed) 
. 000 . 002 
N 155 155 155 
q12 Pearson Correlation .3 1.000 . 187' 
Sig. (2-tailed) 
. 000 . 020 
N 155 155 155 
Q16 Pearson Correlation 
. 25 . 187' 1.000 
Sig. (2-tailed) 
. 002 . 020 
N 155 155 155 
'*" Correlation is significant at the 0.01 level (2-tailed). 
*. Correlation is significant at the 0.05 level (2-tailed). 
Table 44 Correlation of Calculative, weighting 
There is significant correlation between these three questions in this 
group. The correlation between question 4 (1 make comparisons when 
making large purchases) and the other two questions showing the highest 
level. 
These correlations did indicate that there were some relationships within 
the groupings. These varied in strength indicating that the statements in 
some of the groupings were more coherent than others. However this was 
not very strong and although the mean scores were good this did not 
assist in establishing the existence of the four styles of purchasing that 
were being sought. 
Since the analysis did not confirmed the existence of the four styles of 
purchasing and the correlation proved disappointing, attention turned to 
factor analysis. 
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4.3.2.4 Factor analysis 
Factor analysis was conducted on the style of purchasing questions to 
investigate whether they would confirm the existence of the four factors 
established in survey one. This factor analysis is shown in the following 
table. 
Rotated Factor Maut 
Fettot 
1 2 3 4 
q1 . 823 3.058E-02 -. 222 3.965E-02 
q5 . 511 . 187 -. 350 . 157 
q13 . 471 . 296 -9.48E-03 . 148 
q18 . 362 . 230 -2.80E-02 . 197 
q14 -357 -. 123 . 200 9.988E-03 
q9 . 304 . 182 -. 141 -. 
205 
q3 . 137 . 728 -9.56E-02 -9.05E-03 
q12 . 324 . 587 -. 120 . 261 
q11 . 269 . 342 . 161 . 172 
q15 -4.85E-03 . 329 1.522E-02 
3.110E-02 
q6 -. 161 . 145 . 625 -5.42E-02 
q8 -. 305 -7.82E-02 . 538 . 138 
q10 . 298 . 247 -. 463 . 138 
q7 1.853E-02 . 387 -. 432 -3.75E-02 
q2 -2.25E-02 ". 159 A25 -9,70E-02 
q4 . 114 . 112 -6.90E-02 . 984 
Extraction Method: Generalized Least Squares. 
Rotation Method Vadmax with Kaiser Normaf¢atom 
a. Rotation converged in 8 fterations. 
Table 45 Factor analysis of style of purchasing questions 
This factor analysis proved inconclusive and failed to confirm the four 
factors that were carried forward from survey one as shown in that table. 
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Rotated Factor Matrix' 
Factor 
1 2 3 4 
3 
. 694 -241 . 217 3.48E-02 
Q17 
. 638 -. 120 . 243 270 Q7 
. 609 -8.1E-02 6.64E-02 6.66E-02 
Q8 . 576 -4.8E-02 . 192 . 259 01 -. 106 . 645 -2.4E-02 5.62E-03 
Q5 -1.8E-02 . 622 -6.6E-02 -. 123 Q 11 -. 178 . 497 -. 119 . 125 Q12 . 133 -. 475 . 177 227 Q2 -. 359 . 418 . 108 -. 189 
ale 
. 103 -8.7E-02 . 733 3.84E-02 
020 . 157 -. 194 . 525 . 127 025 9.50E-02 5.58E-02 . 399 1.13E-02 014 
. 129 -5.0E-02 . 293 . 190 016 253 -2.9E-02 . 101 . 861 021 
. 207 -. 267 . 376 . 382 010 -. 204 . 172 -7.6E-02 -294 
Extraction Method: Generalized Least Squares. 
Rotation Method: Varimax with Kaiser Normalization. 
a. Rotation converged in 6 Iterations. 
Table 46 Confirmatory factor analysis of four factor questions carried 
forward from survey one. 
The numbers in the second table No 46 refer to the questions in survey 
one. When they were carried forward to survey two they were 
renumbered. 
While some of the data formed groups these were not the same as those 
in the data analysis of the previous survey. One explanation for this could 
be the reduced size of the data set being analysed, 155 returns compared 
with 480 in the earlier survey. Another could be that a different 
representation of the population with different demographic characteristics 
replied to both surveys. It does however indicate that style of purchasing 
for the groups of respondents were different 
The factor analysis proving to be inconclusive the next data subjected to 
analysis were the economic and psychological cost benefit answers. The 
findings from those questions are presented in the next section. 
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4.3.2.5 Economic and psychological cost benefits questions. 
Statistical analyses were conducted on the 24 questions that formed the 
second part of the questionnaire 
4.3.2.6 Frequency tables of responses 
Frequency tests were run on the findings to determine whether any 
questions had been overlooked or the data revealed any other flaws 
4.3.2.7 Frequencies of the economic and psychological answers 
Sample of frequencies of the cost benefit questions are shown in the 
Table 47, which represents a small section of the overall frequency table 
set out in (Appendix 15). It shows the frequency and percentage frequency 
of responses to the first three questions in this section. 
W7 
Fmquericy Percent Valid Percent 
c 
Percent 
vow 100 10 66 10.1 10.1 
2.00 21 135 21.2 313 
3.00 24 15.5 24.2 556 
4.00 16 11.6 18.2 73.7 
5.00 26 16.8 26.3 100.0 
Total 99 639 100.0 
N9 &jste- 58 36.1 
Total 155 1000 
glSr 
Frequency Percent Valid Percent 
Cumulablve 
Percent 
Valid 1. 10 8.5 7.0 7.0 
2.00 13 8.4 9.2 182 
3.00 40 25.8 28.2 44.4 
4.00 48 31.0 33.8 78.2 
5.00 31 20.0 21.8 100.0 
TCW 142 91.6 100.0 
Missing System 13 8.4 
Total 155 100.0 
g18r 
Frequency Percent Valid Percent 
c club" Percent 
45 29.0 31.0 31.0 
2.00 31 20.0 21A 52.4 
3.00 33 21.3 22.8 752 
4.00 19 12.3 13.1 88.3 
5.00 17 11.0 11.7 100.0 
Total 145 93.5 100.0 
Alissiny System 10 6.5 
Total 155 100.0 
Table 47 Frequencies and percentages of responses to questions 17 -19. 
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The number of responses to all the economic and psychological cost 
benefit questions are shown in (Appendix 15). Compared with the 
previously discussed style of purchasing questions respondents 
overlooked more of these questions. One explanation for this could be 
that these questions did not relate to their activities and therefore could not 
be answered. 
Analysis of these data indicates that one third of respondents did not 
answer question 17 (Organising cover at work would be - .. very difficult 
... Very easy) suggesting that they were not in employment or were 
employed in settings where cover is not needed / available or that they 
were self employed. The large majority of respondents answered 
questions 18 (The journey would be .. hassle free ... difficult) and 19 (I 
could spend the money on something else .... always .. not at all). 
4.3.3 Economic and Psychological Cost Benefits 
The mean scores for the economic and psychological cost benefit 
questions are shown in the following tables. 
Descriptive Statistics 
N Minimum Maximum Mean Std. Skewness Kiitosis 
Statistic Statistic Statistic Statistic Statistic Statistic Std. Eitor Statistic Sat. Error 
g19r 145 1.00 5.00 2.5310 1.3594 . 430 . 201 -1.004 . 400 
g23r 144 1.00 5.00 3.1806 . 9727 -. 
232 
. 202 . 
285 . 401 
026 149 1.00 5.00 2.8255 1.1433 . 129 . 199 -. 731 . 395 
q29r 150 1.00 5.00 3.4457 1.4282 -. 517 . 
198 -1.078 . 
394 
g34r 104 1.00 5.00 2.0577 1.4061 . 985 . 
237 -. 488 . 469 
Q40 147 1.00 5.00 2.6599 1.3319 . 294 . 200 -. 962 . 397 
Valid N (listwise) 92 
Table 48 Economic costs questions 
Apart from Q34 (To afford it I would have to work longer hours) there were 
high response rates. The mean tended to cluster about the mid-point on 
the response scales. Question 34 was reversed; the mean indicated that 
on average respondents would not have to work longer hours in order to 
purchase a holiday. 
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The following table shows the analysis of the economic benefit questions. 
Dsacriptlve Statistics 
N Minimum Maximum Mean Std. Skewness Kurtosis 
Statidic Statistic Statistic Statistic Statistic Statistic Std. Error Statistic Sid. Error 
025 133 1.00 5.00 3.7143 1.4438 -. 759 . 210 -. 653 . 417 
q27r 151 1.00 5.00 3.6291 1.2468 -707 . 197 -. 415 . 392 
q37r 104 1.00 5.00 3.6875 12926 -. 676 . 202 -. 532 ! 101 
q39r 146 1.00 5.00 2.3699 1.5358 . 550 . 201 -1.290 . 
399 
Valid N pialwise) 123 
Table 49 Economic benefits 
The mean in these answers to the questions relating to economic benefits 
indicate that on average the respondents seek value for money and see a 
holiday as an appropriate use of savings that reward their hard work. 
Question 39 that concerns the use of credit cards elicited responses with a 
mean around the mid-point. 
The next table show the analysis of the psychological cost questions 
N Minimum Maximum mean Std. Skew ness Kurtosis 
Statistic S Sfa6stio Statistic Statistic Statistic Std Erm Statistic Sid. Erns 
Qi7 99 1.00 5.00 3.2929 1.3344 -. 135 . 243 -1.176 . 461 
qi 8r 142 1.00 5.00 3.5423 1.1400 -. 572 . 203 ". 
275 . 404 
021 154 1.00 5.00 32532 1.5490 -. 250 . 195 -1.467 . 389 
Q22 143 1.00 5.00 3.8231 1.2451 -. 851 . 203 -. 392 . 403 
q31º 144 1.00 5.00 3.7917 1.2053 -. 708 . 202 -. 445 . 401 
032 118 1.00 5.00 4.3136 1.0837 -1.639 . 
223 1.825 . 
442 
g33r 148 1.00 5.00 32365 1.2582 -. 187 . 199 -. 728 . 396 035 153 1.00 5.00 3.6536 1.3095 -. 599 . 196 -. 794 . 390 
Valid N (üstwise) 84 
Table 50 Psychological cost 
The eight questions relating to psychological costs showed a range of 
average responses. Question 32 (1 worry about work when I am away from 
it) had the highest mean of all the questions indicating that on average the 
respondents is unlikely to worry about work when planning a holiday. 
Overall the indications are that the psychological costs of planning a 
holiday are low. 
The following table shows the analysis of the psychological benefit 
questions. 
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üesaipüve Statistics 
N Mmimum Mandmum Mean Std. Skewness Kurto" 
Statistic Statistic Statistic Statistic Statistic Statistic Std Error Statistic Std. Error 
149 1.00 5.00 3.7718 1.2527 -. 813 . 199 -. 312 . 
395 
q24r 147 1.00 5.00 3.1429 1.5833 -. 196 . 200 -1.531 . 
397 
g28r 144 1.00 5.00 3.5278 1.2230 -. 012 20Q -. 513 . 401 
g3Or 149 1.00 5.00 3.4899 1.6050 -. 508 . 199 -1.364 . 
395 
g38r 127 1.00 5.00 2.9685 1.6082 . 075 . 215 -1.558 . 
427 
Q38 148 1.00 5.00 4.0203 1.3169 -1.215 . 199 . 187 . 
396 
valid N QWw*im) 120 
Table 51 Psychological benefit 
The psychological benefits stemming from deciding to take a holiday were 
acknowledged in responses to the six questions. The highest average 
response indicated that respondents fett they needed a holiday as 
something to look forward to. Other aspects such as visiting places of 
interest, staying in a hotel, getting away from domestic chores, seeing 
friends and renewing personal relationships were also attracting average 
ratings on the positive side of the scale. 
The overall findings from the second part of the questionnaire suggested 
that as far as economic considerations are concerned on average the 
respondents are particularly concerned with economic benefits. The 
psychological benefits derived from planning a holiday tended to outweigh 
any psychological costs. 
4.3.3.1 Amount paid for holiday question. 
A further question in survey two (Q 41 Approximately how much would you 
expect to pay per person on a holiday? Cost in £ indicated) was to obtain 
details of how much respondents would expect to pay per person on a 
holiday. The data obtained from the question were grouped into the 
following categories for ease of analysis. 
1. Up to £250 
2. £300 - £450 
3. £500 - £750 
4. £800 - £1000. 
5 over £1100 
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Grouping for amount paid per 
Frequenc Percen Valid 
Cumulativ 
Percen 
Valid 1.00 14 9.0 11.2 11.2 
2.00 28 18.1 22.4 33.6 
3.00 52 33.5 41.6 75.2 
4.00 23 14.8 18.4 93.6 
5.00 8 5.2 6.4 100.0 
Tota 125 80.6 100.0 
Missin Syste 30 19.4 
Tota 155 100.0 
Table 52 Amount paid per person for a holiday for survey two 
respondents. 
The largest group (41.6 percent) was group three who indicated amounts 
between £500 and £750 being paid for a holiday. Other information was 
obtained from these questions showed the diverse range of answers given 
to this question in terms of amount paid and other factors commented 
upon. This is shown in (Appendix 16) it contains information extracted 
from a selection of responses obtained from this question. Answered 
covered amounts from under £10 to £1000, different lengths of time and 
type of holiday undertaken. 
This question was included to obtain a broad perspective from the 
respondents; it was not intended to provide anything but an indication of 
the diversity of the amount likely to be spent on a holiday. As no specific 
type of holiday was indicated in the question the responses could have 
been for a number of different types of holiday that the respondents could 
have been considering. Further in depth research on specific holidays 
would provide more valuable data. 
It can be seen that the amounts indicated varied considerably. This might 
be expected as the subjects were chosen at random. The unsolicited 
comments were interesting in their diversity. 
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4.4 Comparisons with the four styles of purchasing and demographics 
Having established and named these four styles of purchasing 
comparisons were made between them, the demographic data, staying in 
a hotel and purpose of stay to see what it would disclose. 
4.4.1 Data conversion 
The mean scores for the questions associated with the newly identified 
styles of purchasing; careful budget conscious, impulse without concern, 
casual purchasing, parsimonious frugal and calculative weighting, were 
calculated for use in this analysis. These were cross tabulated with some 
of the demographic data; gender, age, salary and staying in a hotel and 
purpose of stay. 
In the cross tabulated data the number of responses in the data over the 
mean of 3 in the various categories was added together to obtain a 
percentages total. This total figure was the percentage figure above the 
mean for the corresponding style of purchasing. This approach was 
taken because the questions in the survey having been scored 1-5 on a 
Liken scale, 5 being strongly agree, I strongly disagree, 3 was the mid 
point. Therefore anything with a mean above three would be showing 
agreement to the statements associated with the style of purchasing being 
tested. 
These percentages are shown as % within age, gender, salary and 
purpose of stay in the tables. The full tables from this are in (Appendix 17). 
Significant data from the demographics and the styles of purchasing 
crosstabulation will now be presented and discussed. 
The data for gender and styles of purchasing are presented in the 
following table. 
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4.4.2 Gender and styles of purchasing table 
Gender 
Style of purchasing Male Female 
Careful budget 
conscious. 
86% 88% 
Impulse without 
concern, casual 
purchasing 
28% 32% 
Parsimonious frugal 55% 74% 
Calculative, weighting 69% 67% 
Table 53 Gender and style of purchasing 
Looking at these figures it can be see that females are more impulsive 
than males in their style of purchasing and a lot more parsimonious frugal. 
There isn't much difference between the genders in the careful budget 
conscious style or calculative, weighting The data also show that female 
are slightly more careful budget conscious while males are more 
calculative, weighting. 
4.4.3 Age groups and styles of purchasing 
The next table shows the age groups categories and style of purchasing. 
Age group 
> 20 20-30 30-40 40-50 50-60 < 60 
Style of 
purchasing 
Careful budget 71 % 75% 86% 90% 87% 91% 
conscious. 
Impulse without 57% 50% 46% 29% 24% 25% 
concern, casual 
purchasing 
Parsimonious 71% 71% 61% 63% 64% 71% 
frugal 
Calculative, 86% 60% 63% 67% 69% 70% 
weighting 
Table 54 Age groups and style of purchasing 
190 
These figures show that those over 60 were most careful budget 
conscious followed by the 40-50 age group. The least careful budget 
conscious were the under 20 year olds followed by the 20-30 age group. 
30-40 and 50-60 age groups show similarities in being careful budget 
conscious. The most impulsive were in the under 20 with the least 
impulsive being those aged between 50-60 and the over 60's. 
Three age groups had similar parsimonious frugal tendencies, the under 
20,20-30 and the over 60's, the other three age groups less so and very 
similar in their scores. 
4.4.4 Salary and style of purchasing 
Salary group in thousands 
>£10k £10-20 £20-30 £30-40 £40-50 <E56 
Style of 
urchasin 
Careful budget 88% 87% 78% 84% 90% 80% 
conscious. 
Impulse without 29% 28% 33% 39% 50% 35% 
concern, casual 
purchasing 
Parsimonious 75% 65% 58% 46% 40% 30% 
frugal 
Calculative, 70% 63% 63% 65% 80% 70% 
weighting 
Table 55 Salary and style of purchasing 
This shows that he most careful budget conscious were those earning 
between £40-50,000 followed by those earning under £10,000 and those 
earning £10-20,000. Those earning between £20-30,000 and over 
£50,000 were the least careful budget conscious. 
The most impulsive without concern casual purchasing groups are those 
earning £40-50,000 then the £30-40,000 group. The least impulsive earn 
less than £20,00. The £20-30,000 and over £50,000 salary groups indicate 
that they have similar in respect to an impulsive style of purchasing. 
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The most parsimonious frugal earn under £10,000. It is interesting to see 
and worth pointing out that the data indicate as subjects move up the 
salary scales they get less parsimonious frugal in their purchasing 
behaviour. 
The salary group earning between £40-50,000 are the most calculative, 
weighting. Those earning under £10,000 and over £50,000 display equal 
calculative weighting characteristics. The groups earning £10-20,000 and 
£20-30,000 indicate that they are the least calculating weighting in their 
style of purchasing. 
4.4.5 Job title and style of purchasing 
The data for this analysis was combined into the following four categories; 
management, clerical, personal services employee, supervisor foreman 
skilled technical and others. Others contained only a small number and 
therefore are not reported. That data is shown in the following table 
Job title I category 
Management Clerical Personal 
services 
Supervisor 
skilled 
Style of purchasing 
Careful budget 
conscious. 
78% 86% 97% 90% 
Impulse without 
concern, casual 
purchasing 
36% 32% 29% 30% 
Parsimonious frugal 43% 69% 94% 70% 
Calculative, weighting 60% 64% 63% 74% 
Table 56 Job and style of purchasing 
Subjects employed in personal service exhibit the most careful budget 
conscious attributes followed by skilled technical workers then clerical 
secretarial. Those showing least careful budget conscious attitudes are 
those employed in management professional jobs. 
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All subject's percentage scores in impulse without concern, casual 
purchasing are low. Those in management professional indicate that they 
are the most impulsive group. It would appear that clerical and supervisors 
and those in skilled jobs have similar impulsive traits. 
The data representing parsimonious frugal show evidence that personal 
services employees have the strongest inclination to that style of 
purchasing. Clerical and technical skilled have very similar behaviour and 
managers are the least parsimonious frugal. 
Technical skilled are the most calculative weighting, clerical and personal 
service employees show similar predispositions. Those employed in 
management show the least calculative weighting characteristics of the 
four groups. 
4.4.6 Staying in a hotel and purpose of stay. 
The following table shows the percentage of stays in hotel cross tabulated 
with the styles of purchasing 
Stayed in a 
hotel 
Style of purchasing Yes 
Careful budget 86% 
conscious. 
Impulse without 32% 
concern, casual 
urchasin 
Parsimonious frugal 58% 
Calculative, weighting 67% 
Table 57 Staying in a hotel and style of purchasing 
This shows that those who displayed careful budget conscious 
characteristics had the highest percentage for staying in a hotel. Those 
with impulse without concern, casual purchasing preferences the least. 
This would suggest that deciding to stay in a hotel is not an impulsive 
action more a decision made having given it careful consideration. It 
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would appear that being parsimonious and frugal does is not a deterrent 
when it comes to staying in a hotel. Although these customers might be 
seeking alternative benefits to that of impulsive consumers. 
4.4.7 Purpose of stay 
The final analysis undertaken was that of style of purchasing and purpose 
of stay, either business or leisure. 
Analysis of that data revealed the following figures. 
Purpose of stay 
Style of purchasing Business Leisure 
Careful budget 
conscious. 
86% 86% 
Impulse without 
concern, casual 
purchasing 
38% 30% 
Parsimonious frugal 31% 43% 
Calculative, weighting 59% 70% 
Table 58 Purpose of stay and style of purchasing 
These figures show that there is no difference whether an individual who is 
careful budget conscious stays for business or leisure. Those who stay on 
impulse without concern are more likely to be staying on business. It 
would also appear that calculative weighting and parsimonious frugal 
individuals are more likely to be staying for leisure. 
4.5 Conclusions 
Analysis of the data has revealed a number of interesting findings and 
provides further confirmation of the existence of styles of purchasing as a 
concept. 
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These not only provide consumer profiles based on the styles of 
purchasing and demographics of consumers but these profiles indicate 
how consumers could be categorised using these profiles. 
4.5.1.1 Demographics 
The purpose of including questions of a demographic nature in this survey 
was to show the diversity of the research population and to make a 
comparison with the UK population statistics (Appendix 12), Links between 
demographic variables, styles of purchasing and economic and 
psychological cost benefits were explored to identify any trends in those 
data. 
The following tables show the demographic data overall and subsequent 
tables show the demographic breakdown. 
Statistics 
Gender Marital Stalin 
Number 
In family Em Job We Salary 
N Vahd 152 150 125 152 151 87 125 
Missing 3 5 30 3 4 68 30 
Mean 1.5789 1.3887 2.2800 4.4737 3.8225 32989 2.5880 
Skewness -. 323 . 470 1.140 -. 419 . 303 . 878 . 
821 
Std. Error of Skewness . 197 . 198 . 217 . 197 . 197 . 
258 . 217 
Table 59 Demographics 
Responses to demographic questions in survey two show that in common 
with survey one the majority of respondents answered questions on 
gender, marital status, age and employment. By contrast a substantial 
proportion (approximately 20 per cent) failed to indicate the number of 
person in the family. Once again as in survey ones' question on job title 
and salary were omitted by a considerable proportion (43 per cent and 19 
percent respectively). 
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Gender 
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid le 64 41.3 42.1 42.1 
Female 88 56.8 57.9 100.0 
Total 152 98.1 100.0 
Missing System 3 1.9 
Total 155 100.0 
Table 60 Gender of respondents to survey two 
The gender split of the respondents is almost identical with that in survey 
one. 
Marital Status 
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Married 92 59.4 61.3 61.3 
Single 58 37.4 38.7 100.0 
Total 150 96.8 100.0 
Missing System 5 32 
Total 155 100.0 
Table 61 Marital Status of respondents to survey two 
The marital status of respondents is different from survey one. A lower 
proportion of the respondents being married. In the first survey 'living in a 
permanent relationship' was aligned with being married. 
Number in household 
Fr en Perce Valid 
Cumulati 
Perce 
at .0 32 20. 25. 25. 
2.0 59 38. 47. 72. 
3.0 10 6.5 8.0 80. 
4.0 18 11. 14. 95. 
5.0 3 1.9 2.4 97. 
6.0 3 1.9 2.4 100. 
Tota 125 80. 100. 
Missin System 30 19. 
Total 155 100. 
Table 62 Numbers in family of respondents to survey two 
The data obtained from the question regarding age were grouped into the 
following categories for ease of reporting. That data is shown in the 
following table. 
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Age 
F uen Percent Valid Percent 
Cumulative 
Percent 
Valid Under 20 1 .6 .7 .7 
20>30 17 11.0 11.2 11.8 
30>40 27 17.4 17.8 29.6 
40>50 26 16.8 17.1 46.7 
50>60 26 16.8 17.1 63.8 
Over 60 55 35.5 36.2 100.0 
Total 152 98.1 100.0 
Missing System 3 1.9 
Total 155 1000 
Table 63 Age groupings of respondents to survey two. 
This shows the numbers of respondents in each of the age groupings 
illustrating the diversity of the ages of the respondents. The smallest 
group were aged under 30 the next three groups were very similar in there 
numbers. The largest group were over 60, n55 responses 35 percent. 
The next table shows the employment details 
Employment 
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Full time 54 34.8 35.8 35.8 
Part time 24 15.5 15.9 51.7 
Not employed 4 2.6 2.6 54.3 
Self employed 1 
business owner 
12 7.7 7.9 62.3 
Student 1 .6 .7 62.9 
Housewife 12 7.7 7.9 70.9 
Retired 44 28.4 29.1 100.0 
Total 151 97.4 100.0 
Missing System 4 2.6 
Total 155 1 00.0 
Table 64 Employment of respondents to survey two 
The two largest groups in this data were in employment total (58 percent). 
A total of thirty-seven percent were either housewives or retired. These 
data compare with national statistics. (Appendix 12) 
The next table shows the range of the jobs of the respondents. 
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Job title 
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Senior Manager 27 4 17 31 0 31 0 professional . . . 
Other management 
execuiöve 
13 8.4 14.9 46.0 
ClericaUsecretariaUoffice 
worker 17 11.0 19.5 65.5 
Other none manual 7 4.5 8.0 73.6 
Foreman ! Supervisor 3 1.9 3.4 77.0 
Service employee 9 5.8 10.3 87.4 
Other technical worker 5 3.2 5.7 93.1 
Skived; tradelcraft 3 1.9 3.4 96.6 
Manual worker 3 1.9 3.4 100.0 
Total 87 58.1 100.0 
Missing System 68 43.9 
Total 155 100.0 
Table 65 Job titles of respondents to survey two 
This table shows the diversity of employment of the respondents. The 
highest percentages of respondents were employed as senior managers 
or professionals. 
The next table shows the data related to salaries of respondents. 
Salary 
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Under 10,000 27 17.4 21.6 21.6 
Between £10,000 44 28 4 35 2 56 8 
and under £20,000 . . . 
Between £20,000 26 16 8 20 8 77 6 
and under £30,000 . . . 
Between £30,000 17 11 0 13 6 91 2 
and under £40,000 . . . 
Between £40,000 6 3 9 4 8 96 0 
and under £50,000 . . . 
Over £50,000 5 3.2 4.0 100.0 
Total 125 80.6 100.0 
Missing System 30 19.4 
Total 155 100.0 
Table 66 Salary groupings of respondents to survey two 
This salary data had the highest number of non-responses that could be 
related to the number of respondents who were not in paid employment 
and /or retired. 
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No exact comparisons were intended to be made between this information 
and the population as a whole, if the number of returns had been greater 
this may have been possible. However these finding compare favourably 
with government statistics under similar headings. (Appendix 12) 
There are some comparisons reported with the demographics from survey 
one However as the respondents were drawn at random from the 
postcode database being used for the research and no means were 
employed to identify if the same subjects responded to both surveys no 
definite conclusions can be drawn from these comparisons. 
4.6 Summary survey two 
The objectives of survey two were as follows: firstly it sought to further 
establish styles of purchasing that were identified in the previous survey; 
secondly it sought to identify that within consumer behaviour there were 
elements of economic and psychological costs and benefits that could be 
identified; thirdly that the established styles of purchasing and aspects of 
economic and psychological behaviour could be related to the act of 
purchasing a holiday. Demographic data would be analysed and 
comparisons made with the economic and psychological cost benefits and 
the with the act of purchasing a holiday. 
The findings from the survey, although they did not confirm the existence 
of the styles of purchasing that were established in survey one, did provide 
some rich data. 
The findings and analysis of the economic and psychological cost and 
benefit questions provided an indication as to the economic and 
psychological elements within the instrument which were more relevant to 
these groups of respondents. 
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As the styles of purchasing were not confirmed in this survey it could not 
be established that they could be related to the economic and 
psychological cost benefits relating to purchasing a holiday. 
It would have been an achievement if these factors could have been 
compared however this small set back has not been the end of the 
research. 
The two research instruments that of styles of purchasing and economic 
and psychological cost benefits are robust and valuable and as such have 
a place in this and further research. 
With the two research instrument styles of purchasing and economic and 
psychological cost benefits factors it is proposed to present a model using 
both these concepts. 
The hypothesis being that styles of purchasing characteristics could have 
associated economic and psychological cost benefits traits. The outline 
and discussion of this model are presented in the next chapter. 
4.7 Summary of second stage of the research. 
This second stage of the research consisted of the two postal surveys 
both of which provided valuable data that were analysed in order to 
address the research objectives and questions. 
Survey one was successful in confirming the existence of four styles of 
purchasing and their related characteristics. These gave an indication as 
to how the sets of respondents would behave when making the decision to 
purchase. Survey one also obtained information related to staying in a 
hotel, length and purpose of stay, allowing comparisons to be made 
between these data and published statistics. 
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The successful four styles of purchasing identified in survey one were 
transferred to survey two and formed part of that survey's research 
instrument, along with economic and psychological cost benefit factors 
which were related to the purchase of a holiday. Both surveys obtained 
demographic data that provided a picture of the respondents. 
Comparisons were made between this data and Government statistics. 
Although survey two was not successful in further confirming the styles of 
purchasing it did establish that economic and psychological cost benefits 
did exist and could be identified. The deficiency in confirming the styles of 
purchasing meant that the third objective that of comparing styles of 
purchasing and aspects of economic and psychological cost benefit in 
relation to the act of purchasing a holiday, could not be conducted. 
Nevertheless both these elements styles of purchasing and economic and 
psychological cost benefits have some value as a research tool, it is 
proposed to present them as a fabricated model of an aspect of consumer 
behaviour and decision-making. This model and its various elements are 
presented in the next chapter. 
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Chapter Five Model Building 
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5 Model building 
5.1 Introduction 
The purpose of this chapter is to present a fabricated model of consumer 
behaviour based on the four styles of purchasing that were created in 
survey one and the twenty-four economic and psychological cost I benefits 
questions from survey two. The act of consumer decision making consists 
of elements of weighing up economic and psychological pros and cons 
before making a decision. This model will relate these components to the 
decision to purchase a holiday. 
5.1.1 Objectives of survey two 
Firstly this sought further to establish styles of purchasing that were 
identified in the previous survey research. Secondly it sought to identify 
that within consumer behaviour there are elements of economic and 
psychological cost and benefits that could be identified. Thirdly, that these 
styles of purchasing and aspects of economic and psychological 
behaviour could be related to the act of purchasing a holiday. 
Although the existence of styles of purchasing that were established in 
survey one were not confirmed in survey two, possibly due to the limited 
number of respondents, the material was considered suitable to be used 
along with the economic and psychological cost and benefits data to 
present a model proposing the possible relationship between styles of 
purchasing and economic and psychological cost benefits and the 
decision to purchase a holiday. 
To illustrate this further analysis was carried out on the data obtained in 
both surveys. This sought to provide evidence that if the styles of 
purchasing had been confirmed comparisons could have been made with 
the economic and psychological cost benefit elements and the decision to 
purchase a holiday. This would provide the basis for consolidation of the 
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relationship between both elements and presents consumer profiles of the 
subjects in the identified clusters. 
5.2 Data transformation 
The frequencies of responses in both sections of the questionnaires 
displayed some consistencies; any particular bias has been identified. This 
has been taken into account when the analysis was conducted and the 
raw data obtained from the surveys was broken down into their constituent 
parts for analysis. 
The data from the styles of purchasing questions was utilised as follows. 
The first sixteen questions related to styles of purchasing which originated 
from the previous stage of the research were tested to determine whether 
they retained any of the characteristics found in that analysis. They related 
to the four styles of purchasing identified in that survey. These were 
named as follows: careful budget conscious, impulse without concern 
casual purchasing, parsimonious frugal, calculative, and weighting. This 
was reported on in the previous chapter. Comparison with and between 
the data was made to investigate what it would reveal. This allowed for the 
subjects to be categorised in a number of ways. Firstly an indication could 
be obtained as to how their answers related to their style of purchasing. 
Was there any indication as to them being, impulsive, careful or 
parsimonious? Secondly did the economic and psychological cost benefits 
of purchasing a holiday relate to styles of purchasing? 
5.2.1 Style of purchasing 
The data obtained from those questions, the four styles of purchasing was 
multiplied by the weighting factor achieved in the survey one factor 
analyses. Factor one 20.881, factor two 8.289, factor three 7.834 and 
factor four 5.374. (Appendix 18) The resulting information was termed 
mean factors 1-4 multiplied by weighting factor 1-4. MF1-4 "weighting Fl- 
4. This allowed for these questions to be utilised for the purpose of further 
substantiating the styles of purchasing from survey one and to examine 
the answers obtained in the second survey of the research to consider if 
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there was any interrelationship between styles of purchasing in general 
and the particular act of purchasing a holiday. The mean factor scores of 
the four styles of purchasing factors were standardised into Z-scores and 
these were classified into three clusters numbering from 3-5. The five 
cluster group was not utilised any further because the number in one of 
the clusters was less than five. The resulting descriptive analysis revealed 
the means of each cluster which when tabulated provided information 
relating to the four previously identified factors. 
The data revealed that the clusters I groups contained different scores 
relating to the four factors. Using 1 as the mid point and half a standard 
deviation either side of this as the high and low points a 'profile' of the 
groups was revealed. Parallel with that was the economic and 
psychological cost benefit behaviour of purchasing a holiday, which was 
being tested in the second section of the questionnaire used in survey two. 
5.2.2 Economic and psychological cost benefits questions. 
The second element of the questionnaire contained twenty-four questions: 
six related to aspects of economic costs, four to economic benefits, eight 
related to psychological costs and six to psychological benefits. 
These questions sought to discover whether subjects placed different 
emphasis on those aspects within the decision making process of 
choosing a holiday and what significance, if any, this had in relation to the 
styles of purchasing they had exhibited. 
The importance subjects placed on the various questions would indicate 
whether their intentions were in any way seeking economic or 
psychological cost benefits when making the decision to purchase a 
holiday. 
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Did they see the actions described in the questions as incurring any 
aspects of economic or psychological costs or benefits? The higher the 
score obtained in the answers would indicate agreement with the question. 
For example question nineteen 'I could spend the money on something, ' 
Not at all I- Always 5, (reversed so that answers were consistent with 
scoring of other questions) indicating that they saw the purchase of a 
holiday as an economic cost. This was one of the sixteen questions that 
were reversed for the purpose of the analysis. 
The economic benefit questions sought to establish whether respondents 
they saw these acts as ones associated with economic benefits. For 
example question thirty-seven, 'A holiday would be an appropriate use of 
savings, ' No absolutely not 1- Yes absolutely - 5. 
The eight questions on psychological cost were related to aspects not of 
an economic nature and sought to identify if these were seen as a 
psychological cost. An example question seventeen 'Organising cover at 
work would be': Very difficult 1- Very easy 5. 
The psychological benefit questions sought to determine whether the 
statements were seen as providing any psychological benefit. An example 
is as question twenty, 'A holiday would give me a chance to visit places of 
historical or cultural interest. ' Less satisfying 1- Very satisfying -5. 
These economic and psychological questions were formulated with 
reference to Ekehammar's (1977) concepts. The data from these 
questions was converted into rank order in respect of the mean achieved 
in the analysis for ease of reporting. Making comparisons between the 
findings from the analysis of styles of purchasing data and the economic 
and psychological decision making findings concerning purchasing a 
holiday could reveal associated characteristics which could provide an 
indication as to how tourism consumers could be segmented and targeted. 
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The responses for these twenty-four statements were summed and a 
mean score for each subject was obtained for each of the four costs and 
benefits. These are expressed as, mean economic cost (MEC), mean 
economic benefit (MEB), mean psychological cost (MPC), mean 
psychological benefit (MPB). By further classifying the data three further 
scores were obtained those of economic benefit minus economic cost, 
(MEB-MEC), psychological benefit minus psychological cost (MPB-MPC) 
and by summing these, an overall cost benefit score (OCB). The first of 
these scores, the (MEB-MEC), would indicate if any overall economic cost- 
benefits were sought. The second score, the (MPB-MPC), would indicate 
any overall psychological cost-benefits sought. The final one (OCB), would 
indicate any overall economic and psychological cost-benefits sought. 
A high (MEC) score would indicate that this group saw the purchase of a 
holiday having the highest economic cost. It would be expected that the 
careful budget conscious, parsimonious frugal and calculative weighting 
group would score high on these questions. A high (MEB) score would 
indicate respondents saw the purchase of a holiday as being associated 
with economic benefit, as such it will be value for money. The (MPC) 
seeks to identify subjects who see the activity of purchasing a holiday as 
having a high psychological cost. Such as, the hassle involved or worries 
about getting on with friends or family The (MPB) this identifies subjects 
who see the decision of purchasing a holiday as being associated with 
psychological benefit. These benefits include the opportunity to visit 
places of historical or cultural interest. Taking the cost from the benefit 
(MEB-MEC) could give an indication if there was an overall economic cost 
benefit aspect when deciding to purchase a holiday. Taking the 
psychological cost from the psychological benefit (MPB-MPC) could give 
an indication if there is an overall psychological cost-benefit aspect to the 
decision of purchasing a holiday. Adding the two benefits together would 
provide an indication of whether subjects behave in a way that indicates 
that they are seeking both economic and psychological benefits. 
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The data were normalised to obtain Z-score standard values for use in any 
further analysis of the data. Comparisons were made with the four factor 
Z-scores data to identify more specific descriptions for the subjects in each 
cluster. Mean scores were obtained for each of the four factors and these 
were measured against zero plus or minus one standard deviation to place 
them low, medium or high against the mean. (Appendix 19) 
5.2.3 Analysis of variance 
An ANOVA analysis was conducted on each of the three clusters, three to 
five, to compare the mean of the cluster to be utilised with the seven cost- 
benefit behaviour factors. Any indication in the data that showed a 
statistical significance of 95% was sought in these results. The results 
revealed that within the groups of clusters, two contained significant 
statistical significance in areas worth exploring further. These two were 
clusters 3 and 4. 
5.2.4 Cluster analysis 
A series of K -means cluster analysis tests were run on the standardised 
data of the sixteen questions to form the data into cluster groupings that 
had some common statistical values. Three and four clusters tables 
groupings and numbers generated are shown in the following cluster 
tables. 
Number of Cases in each Cluster 
Ouster 1 76.000 
2 63.000 
3 16.000 
Valid 155.000 
Missing 
. 
000 
Number of Cases in each Cluster 
Cluster 1 46.000 
2 39.000 
3 55.000 
4 15.000 
Valid 155.000 
Missing 
. 
000 
Table 67 Cluster tables 
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The next step was to examine the clusters and characteristics of the 
cluster in relation to their styles of purchasing and economic and 
psychological cost benefits. 
5.3 Reporting the findings 
The following tables contain the data for the three cluster analysis. 
1 2 3 
Careful budget conscious 0.294 
Mid 
-0.882 
Low 
2.07 
High 
Impulse without concern, 
casual purchasin 
-0.183 
Mid 
0.417 
Mid 
-0.771 
Low 
Parsimonious frugal 0.0053 
Mid 
-0.352 
Mid 
1.132 
Hi h 
Calculative, weighting 0.151 
Mid 
-0.39 
Mid 
0.819 
Hi h 
Numbers in cluster 76 63 16 
Table 68 Three cluster style of purchasing data 
The following table contains economic and psychological data 
Comparison between Scheffe and factor scores for the three clusters 
Mean Economic Cost 2 3 1 
Mean Economic Benefit 3 2 1 
Mean Psychological Cost 3 1 2 
Mean Psychological 
Benefit 
2 1 3 
Mean Economic Benefit 
minus Mean Economic 
Cost 
1 3 2 
Mean Psychological 
Benefit minus Mean 
Psycho oPsychological Cost 
2 1 3 
Overall Cost Benefit 2 1 3 
Table 69 Three cluster economic and psychological cost benefits data 
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The numbering 1-3 indicated which cluster was ranked either first second 
or third in the Schelle scores. 
These data will now be interpreted in detail, the styles of purchasing 
followed by the economic and psychological cost benefit analysis for both 
the cluster groups 
5.3.1 Three clusters grouping 
5.3.1.1 Style of purchasing 
The results from the three dusters group show that cluster one scored the 
following; careful budget conscious 0.294, impulsive -0.0183, 
parsimonious 0.0053 and calculative 0.151, all within the mid-point of the 
range of statistical significance. These could be described as sitting on 
the fence when it came to a positive or negative action in respect to styles 
of purchasing. With no extremes in any of the results they are all around 
the mid point of the range, an indication that subjects in this duster do not 
lean towards any of the four styles of purchasing. 
Apart from one low score, -0.882 on careful, budget conscious, the scores 
cluster two are around the middle of the range. This low score would 
suggest that this cluster is the least of the three concerned with being 
careful budget conscious, but are the most impulsive 0.417, of the three 
clusters, unlike the next cluster. 
Cluster three scored high on; careful budget conscious 2.07, parsimonious 
frugal 1.132 and calculative weighting 0.819, low on impulsive without 
concern -0.771. A strong indication that these consider everything before 
making a decision are very careful, budget conscious and frugal who are 
not likely to purchase on impulse or casually. 
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5.3.1.2 Economic and psychological cost benefit questions 
Reporting on the ranking in the cost benefit questions, cluster one 
displayed the greater tendency towards overall economic costs, cluster 
two indicated the greater tendency / concern with psychological costs, 
psychological benefit and overall cost benefits with a leaning towards 
psychological benefits. Cluster three score high with economic benefit, 
and psychological costs, these cancel each other out. This cluster displays 
the least concerns with any economic psychological cost benefits. . 
Cluster one were the highest scoring for mean economic benefit (MEB) in 
this analysis followed by cluster three with cluster two last. Cluster two 
were highest mean psychological benefit (MPB) followed by cluster one 
and duster three coming last. Cluster one showed the least concern from 
both an economic cost and economic benefit aspects. There is an 
indication that those in cluster two are seeking more psychological 
benefits and see their actions as those associated with economic cost. 
5.3.2 The four cluster grouping 
The following tables contain details of the four cluster analysis. 
Styles of purchasing related to the four clusters are shown in the following 
table. 
1 2 3 4 
Careful budget 
conscious 
-0.0069 
Mid 
0.579 
High 
-0.934 
Low 
2.143 
High 
Impulse without 
concern, casual 
purchasing 
0.196 
Mid 
-0.434 
Mid 
0.357 
Mid 
-0.782 
Low 
Parsimonious frugal 0.64 
Hi h 
-0.313 
Mid 
-0.628 
Low 
1.152 
High 
Calculative, weighting 0.218 
Mid 
0.146 
Mid 
-0.505 
Low 
0.803 
High 
Numbers in cluster 46 39 55 15 
Table 70 Four duster style of purchasing data 
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Economic and psychological cost benefit finding are shown in the following 
table. 
Mean economic Cost 3 2 4 1 
Mean Economic 4 3 2 1 
Benefit 
Mean Psychological 4 1 2 3 
Cost 
Mean Psychological 3 1 2 4 
Benefit 
Mean Economic 1 4 2 3 
Benefit minus Mean 
Economic Cost 
Mean Psychological 3 1 2 4 
Benefit minus Mean 
Psychological Cost 
Overall cost benefit 3 1 2 4 
Numbers in cluster 46 39 55 15 
Table 71 Four clusters economic and psychological data 
The numbering 1-4 indicates the cluster rank score in the Scheffe scores. 
5.3.3 Reporting on the four cluster scores 
5.3.3.1 Style of purchasing 
Cluster one subjects scored high on parsimonious frugal, with a leaning 
towards, careful budget conscious, casual purchasing and impulse. 
Cluster two scored high on careful budget conscious, with similar leanings 
towards the other three styles. Cluster three showed no particular 
preference to showing any particular style of purchasing. Cluster four were 
high on careful budget conscious, casual purchasing, parsimonious frugal 
and calculative, weighting and low on impulse without concern. This would 
suggest that these were careful frugal and calculating in their purchasing 
habits. 
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5.3.3.2 Economic and psychological cost benefits. 
Cluster one showed no strengths in these areas apart from mean 
economic benefit. Cluster two contained the subjects who are looking for 
overall cost benefits with the emphasis on the psychological cost aspects. 
Cluster three had no strong feelings on any of these economic and 
psychological cost benefits. Cluster four scored high on economic cost 
and economic benefits. However these cancelled each other out and 
overall this cluster showed the least indication that economic and 
psychological cost benefits have any part to play in their decision to 
purchase a holiday. 
5.3.4 Conclusions of the cluster analysis 
This comparison between the cluster and within the clusters has provided 
an indication as to the styles of purchasing displayed by some cluster 
members. No cluster displayed any indication that cluster members were 
impulsive without concern, casual purchasers. The evidence to indicate 
any style of purchasing were in other three styles, careful budget 
conscious, parsimonious frugal, calculative, weighting with careful budget 
conscious being the strongest in both instances. 
The economic and psychological cost benefit analysis revealed clusters 
which acknowledged some of these cost benefits with cluster number two 
in both clusters indicating that they were looking for overall cost benefits 
with leanings toward the psychological benefits. 
When making comparisons within the cluster to determine whether styles 
of purchasing gave an indication as to economic and psychological cost 
benefits or visa-versa it could have been expected that subjects with a 
careful frugal calculated style of purchasing would be seeking overall 
economic cost benefits. This analysis has shown that this was not the 
case. There was no evidence pointing to subjects with a careful budget 
conscious style of purchasing being concerned with either economic or 
psychological cost benefits. Neither was there evidence that would 
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suggest that subjects with an impulsive style of purchasing were seeking 
psychological benefits. 
5.4 Demographics 
The demographic data in survey two were cross tabulated with the two 
sets of clusters and the following information extracted. Comparisons with 
styles of purchasing and economic cost benefit factors were made. This 
information provided an indication of the characteristics of the various 
categories, providing a multi faceted view of the groups of respondents. 
The categories and the classification used for the answers were as follows 
Category Classification of answer 
Gender Male 
Female 
Marital Status Married 
Single 
Number in household Numerical 
Age 
Under 30 10 
30 > 50 20 
50 > 60 30 
Over 60 40 
Employment Description 
Job title Description 
Salary 
Under £10,000 
Between £10,000 and £20,000 
Between £20,000 and £30,000 
Between £30,000 and £40,000 
Over £40,000 
Grouping 
10 
20 
30 
40 
50 
Amount paid for holiday Grouping 
Up to and including £250 1 
Over £250 and including £450 2 
Over £450 and including £750 3 
Over £750 and including £1000 4 
Over £1000 5 
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The data were examined and those which obtained the required level of 
significance at 95% (gender, employment, job title and salary) are reported 
on in the following section. Number in family, age group and amount paid 
for a holiday were not significant. The complete data sets is contained in 
(Appendix 17) 
5.4.1 Three cluster 
Gender'` Cluster Number of Case 
Crosstab 
Count 
Cluster Number of Case 
1 2 3 Total 
Gender Male 38 17 9 64 
Female 37 44 7 88 
Total 75 61 16 152 
Chi-Square Tests 
Value df 
Asymp. Sig. 
(2-sided) 
Pearson Chi-Square 8.640a 2 . 013 
Likelihood Ratio 8.834 2 . 012 
Linear-by-Linear 
Association 1.035 1 . 309 
N of Valid Cases 152 
a. 0 cells (. 0%) have expected count less than 5. The 
minimum expected count is 6.74. 
Table 72 Gender and three cluster data. 
The composition of the three clusters in this group is as follows: 
Cluster one contained seventy-five subjects, thirty-eight males, thirty- 
seven females. Thirty-nine were married and thirty-two were single. 
Cluster two contained sixty-one subjects, seventeen males and forty-four 
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females. Forty-five were married and eighteen were single. Cluster three 
contained a total of sixteen subjects, nine males and seven females. Eight 
were married and eight were single. Clusters one and three contained a 
similar gender balance. Cluster two contained 72% female. 
Employment * Cluster Number of Case 
Crosstab 
Count 
Cluster Number of Case 
1 2 3 Total 
Employment Full time 30 17 7 54 
Part time 13 11 24 
Not employed 1 3 4 
Self employed / 
business owner 
8 2 2 12 
Student 1 1 
Housewife 4 5 3 12 
Retired 19 22 3 44 
Total 75 60 16 151 
Chi-Square Tests 
Value df 
Asymp. Sig. 
(2-ýsided) 
Pearson Chi-Square 22.9171 12 . 028 
Likelihood Ratio 21.576 12 . 043 
Linear-by-Linear 
Association 1.337 1 248 
N of Valid Cases 151 
a. 12 cells (57.1%) have expected count less than S. The 
minimum expected count is. 11. 
Table 73 Employment and three cluster data 
Analysis of the data revealed that in cluster one 68% were in employment 
and 25% retired. In cluster two those employed totalled 50% and 36% 
were retired. In cluster three 56% were employed and 18% retired. 
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The next table contains the job titles and three cluster cases 
Crosstab 
Coun 
Clus ter Number o f 
1 2 3 Total 
Job Senior 
title professiona 
19 8 27 
Other 
execuitiv 
7 3 3 13 
Clerical/secretarialloffi 
worker 
5 11 1 17 
Other non 6 1 7 
Foreman ! 1 2 3 
Service 5 4 9 
Other technical 1 3 1 5 
Skilled; 3 3 
Manual 2 1 3 
Total 49 31 7 87 
Chi-Square Tests 
Value df 
Asymp. Sig. 
2-sided 
Pearson Chi-Square 37.087a 16 . 002 
Likelihood Ratio 33.713 16 . 006 
Linear-by-Linear 
Association . 370 1 . 543 
N of Valid Cases 87 
a" 21 cells (77.8%) have expected count less than 5. The 
minimum expected count is. 24. 
Table 74 Job title and three cluster data 
Analysis of these data shows cluster one had 26% in management jobs, 
10% clerical, 12% non-manual 10% service employee. In cluster two 35% 
were in management jobs, 35% in clerical jobs; other categories had very 
low percentages not significant to report on. 
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The next table contains New Salary and three cluster cases 
Crosstab 
(nunt 
Cluster Number of Case 
1 2 3 Total 
New 10.00 11 14 2 27 
Salary 20.00 23 20 1 44 
30.00 14 6 6 26 
40.00 8 8 1 17 
50.00 8 1 2 11 
Total 64 49 12 125 
Chi-Square Tests 
Value df 
Asymp. Sig. 
(2-sided) 
Pearson Chi-Square 16.3568 8 . 038 
Likelihood Ratio 17.181 8 . 028 
Linear-by-Linear 
Association . 155 1 . 694 
N of Valid Cases 125 
a. 6 cells (40.0%) have expected count less than 5. The 
minimum expected count is 1.06. 
Table 75 Salary and three cluster data 
These data show that in cluster one 17% were in the salary band under 
£10,000, in cluster two 36% were in £10-20,000 salary, 22% in £20-30,00, 
12% between £30-40,000 and 12% over £40,000. In cluster two 28% 
earned under £10,000,40% earned between £10-20,000,12% earned 
between £20-30,000,16% earned between £30-40,000. In cluster three 
50% earned between £20-30,000. 
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5.4.2 Four cluster 
The following tables contain the data for the four cluster cases. 
The first table presents gender and four cluster cases 
Crosstab 
Count 
Cluster Number of Case 
1 2 3 4 Total 
Gender Male 26 17 13 8 64 
Female 20 21 40 7 88 
Total 46 38 53 15 152 
Chi-Square Tests 
Value df 
Asymp. Sig. 
(2-sided) 
Pearson Chi-Square 11.5238 3 . 009 
Likelihood Ratio 11.890 3 . 008 
Linear-by-Linear 
Association 4.299 1 . 038 
N of Valid Cases 152 
a. 0 cells (. 0%) have expected count less than 5. The 
minimum expected count is 6.32. 
Table 76 Gender and four duster data 
The composition of the four clusters in this group is as follows. Cluster 
one contained forty-six subjects, twenty-six males, and twenty females. 
Twenty-eight were married and seventeen were single. Cluster three 
contained a total of fifty-three subjects, thirteen males and forty females. 
Thirty-eight were married and seventeen were single. Cluster four 
contained a total of fifteen subjects, eight males and seven females. Eight 
were married and seven were single. Clusters one, two and four had very 
similar gender splits whereas cluster three contained 75% females. 
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The next tables contain the employment and four cluster number of cases 
Crosstab 
f`ni, nf 
Cluster Number of Case 
1 2 3 4 Total 
Employment Fu time 17 16 14 7 54 
Part üme 4 11 9 24 
Not employed 1 3 4 
Self employed 1 5 2 3 2 12 business owner 
Student 1 1 
Housewife 2 2 5 3 12 
Retired 17 7 18 2 44 
Total 48 38 52 15 151 
Chi-Square Tests 
Value df 
Asymp. Sig. 
(2-sided) 
Pearson Chi-Square 32.5242 18 . 019 
Likelihood Ratio 30.659 18 . 
032 
Linear-by-Linear 013 1 910 Association . . 
N of Valid Cases 151 
a. 18 cells (64.3%) have expected count less than S. The 
minimum expected count is . 10. 
Table 77 Employment and four cluster data 
Cluster one contained 56% in employment 37% retired, cluster two 76% 
employed 18% retired, cluster three 50% employed 34% retired cluster 
four contained 46% in employment and 13% retired. 
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The next table shows the Job title and four cluster number of case 
Crosstab 
Chester Num ber of Case 
1 2 3 4 Total 
Job Senior Manager 
title professional 
13 8 6 27 
Other management 
execuitive 
5 4 1 3 13 
Clerical/secretarial/office 
worker 5 1 10 1 17 
Other none manual 1 5 1 7 
Foreman I Supervisor 1 2 3 
Service employee 1 4 4 9 
Other technical worker 1 1 2 1 5 
Skilled; tradetcraft 2 1 3 
Manual worker 1 1 1 3 
Total 27 27 26 7 87 
Chi-Square Tests 
Value df 
Asymp. Sig. 
(2-sided) 
Pearson Chi-Square 46.888a 24 . 003 
Likelihood Ratio 44.775 24 
. 006 
Linear-by-Linear 
Association 4.051 1 . 044 
N of Valid Cases 87 
a. 30 cells (83.3%) have expected count less than 5. The 
minimum expected count is. 24. 
Table 78 Job title and four cluster data 
Analysis of these data shows cluster one had 66% in management jobs, 
18% clerical, 7% none manual with lower percentages in the other 
categories. In cluster two 44% were in management jobs, 33% in none 
manual with low percentages in the other categories, Cluster three had 
27% in management jobs, 38% (the highest percentage) in clerical, 15% 
non-manual and 15% service employee. Cluster four had only seven 
subjects who reported their job title of these 43% were in management 
jobs and 43% in none manual employment. 
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The next table shows crosstabulation of salary and four cluster number of 
case 
Crosstab 
Count 
Cluster Num ber of Case 
1 2 3 4 Total 
New 10.00 5 8 13 1 27 
Salary 20.00 9 15 19 1 44 
30.00 10 5 5 6 26 
40.00 9 3 4 1 17 
50.00 5 3 1 2 11 
Total 38 34 42 11 125 
Chi-Square Tests 
Value df 
Asymp. Sig. 
(2-sided) 
Pearson Chi-Square 26.10111 12 . 010 
Likelihood Ratio 25.790 12 . 011 
Linear-by-Linear 
Association 2.917 1 . 088 
N of Valid Cases 125 
a. 9 cells (45.0%) have expected count less than 5. The 
minimum expected count is . 97. 
Table 79 Salary and four cluster data 
Cluster one contains 13% with a salary under £10,000,23% with a salary 
in the band between £10-20,000,26% with a salary between £20-30,000, 
23% in the band between £30-40,000 and 13% over £40,000. A good 
spread across the £10-40,000 range. Cluster two contained 23% with a 
salary under £10,000,44% with a salary in the band between £10-20,000, 
15% with a salary between £20-30,000,8% in the band between £30- 
40,000 and 8% over £40,000, the largest percentage were in the £10- 
20,000 band. Cluster three contained 31% with a salary under £10,000, 
45% with a salary in the band between £10-20,000, the largest 
percentage, 12% with a salary between £20-30,000,9% in the band 
between £30-40,000. Cluster four contained 54% with a salary between 
£20-30,000,9% in the other bands. 
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5.4.3 Conclusion of the demographic analysis 
These demographic analyses have uncovered some significant aspects 
that relate to the style of purchasing and economic and psychological cost 
benefits. 
It would have been exciting to have been able to shown that contemporary 
stereotypes had been revealed. Stereotypes such as females being more 
impulsive in their style of purchasing who looked for psychological benefits 
over economic ones. Similarly unemployed or retired subjects with small 
salaries or incomes would be careful, frugal and calculating seeking 
economic and overall benefits. Those with large salaries would be more 
impulsive less careful budget conscious, analysis of the data however did 
not reveal that this was the case. 
The two clusters that contained the higher female percentage cluster two 
(72%) in the three cluster group and cluster three (75%) in the four cluster 
group did not provide any bias in the styles of purchasing. This cluster did 
however seek overall cost benefits and the high female percentage could 
be a contributory factor. In the third cluster of three cluster group no 
particular style of purchasing was revealed similarly the economic and 
psychological cost benefits showed no particular preference. 
The high percentage of retired subjects (36%) in the second cluster in the 
three cluster group and clusters one (37%) and three (34%) in the four 
cluster group also had no significance on styles of purchasing. The second 
cluster in the three clusters did seek overall cost benefits with a leaning 
toward the psychological benefit, the numbers of retired subjects in the 
cluster could influence these factors. 
Likewise the data on salary did not reveal any particular trends or specific 
characteristics associated within the salary bands. 
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In the three cluster group cluster one had the highest percentage (36%) in 
the salary band £10-20,000,40% of duster two in the same band and 
50% in the cluster three band £20-30,000. Careful budget conscious, 
frugal, calculative was the style of purchasing revealed in third cluster. The 
second duster sought overall cost benefits with a leaning towards 
psychological benefits. 
In the four cluster group cluster one cluster contained 26% in the £20- 
30,000 salary band with 23% in both the £10-20,00 and £30-40,000 
bands. In band £20-30,000 in clusters three and four the respective 
percentages were 12% and 54%. Cluster four displayed careful, frugal, 
calculative style of purchasing while duster two sought the overall cost 
benefits with an emphasis on psychological benefits. 
5.5 Summary. 
This chapter has presented justification for utilising the research materials 
in a fabricated model which explored the existence of styles of purchasing 
and economic and psychological cost I benefits consideration when 
making the decision to purchase a holiday. This model offers evidence 
that there could be a relationship between both of these factors when 
deciding to purchase a holiday. 
Analysis of the demographic data presented suggested that there is some 
relationship between these elements, styles of purchasing, and cost 
benefits in relation to purchasing a holiday. Further reporting on these 
findings provided a comparison between the subjects in the clusters and 
gave an indication as to which segments they could be grouped into. 
This would suggest that consumers overall attitude to purchasing is 
independent to what one pays for a holiday. It would seem to signify that 
an individual's style of purchasing and economic and psychological cost 
benefit behaviour is independent to the amount they think they would pay 
for a holiday. For example a frugal consumer could be just a likely to pay 
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£5,000 as £100. The implication for those offering holidays and seeking 
better understanding the behaviour of tourism customers would appear to 
be that if they are trying to attract low price customers there would still be 
those who would respond to the hedonist image. Likewise just because a 
company is selling luxury holidays does not mean that some consumers 
will not be looking for the economic and psychological cost benefits. 
Operators of budget hotels by shifting the focus in their advertising from 
the price of the accommodation to the characteristics of the product such 
as size of the room, facilities available and other features may find that 
they would attract a consumer segment that is less price conscious than 
the companies may think. 
A profile of subjects in this study has been drawn up to illustrate the 
findings. 
A careful budget conscious consumer can be of either gender over 40 
years of age. The can be in one of two earning categories, under £10,000 
or between £40-50,000. They are likely to be employed in person services 
and are in the group who represent a high percentage of people who stay 
in hotels. These could be for purpose of either business or leisure. 
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Chapter Six Conclusion 
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6 Conclusions 
6.1 Introduction 
This chapter seeks to review the main objectives of the research identified 
in chapter one and summarise the findings of the research in the context 
of these objectives. It discusses what the research objectives were and 
how as the research progressed which aspects of these were 
accomplished and where there were shortcomings. It discusses the 
extent to which the findings can be applied to consumers in general and to 
hospitality and tourism consumer specifically. It considers areas for further 
research. 
A background to the authors thinking on styles of purchasing provided the 
rationale behind this research project. It is that styles of purchasing are 
part of consumers' psychological make up and as such contribute to their 
decision making processes in much the same way as lifestyles, 
psychographics, consumer profiling and other measurement of consumer 
characteristics can. These style of purchasing characteristics can be 
identified and tested and provide an indication as to the way consumers 
think and possibly behave in deciding to make a purchase. 
The introductory chapter outlined the background and justification for the 
research, which was carried out in two stages, the development stage and 
the main surveys stage. 
6.1.1 Development stage 
The objective was to establish the preliminary case for the existence of 
styles of purchasing. The chosen methodology was Q-test technique using 
60-subject random sample. Analysis was by means of a Q-test 
methodology. Q-methodology is a widely applied research tool in the field 
of social sciences and proved useful for this research in developing the 
227 
material to test for the preliminary existence of styles of purchasing. This 
means was chosen because the research has to establish whether or not 
the constructs it is hoping to use actually exist. Therefore the starting point 
must be that if they exist they will do so within the pattern of an individual's 
subjectivity. 
In the first stage of the research, material was developed for use in the Q- 
tests. This material sought to establish the preliminary case for the 
existence of styles of purchasing. Five styles of purchasing were identified 
with distinct characteristics associated with each style. The outcome was 
that the five identified styles of purchasing were transferred to survey one 
where they were tested and refined. 
6.1.2 Stage two 
Stage two of the research was carried out through two surveys. Survey 
one was to explore and confirm the initial finding from the development 
stage. Survey two was to explore and confirm the findings from survey one 
and to establish whether economic and psychological cost / benefits 
feature in holiday purchase decision and relate these to the demographic 
data obtained. 
6.1.3 Survey One 
The objectives of survey one were to explore and confirm the initial 
findings from the development stage. The methodology chosen was a 
postal survey of 2000 subject randomly sampled of the UK population. 
Analysis was carried out using a number of tests; item analysis, 
exploratory factor analysis, and demographic variable analysis. The 
outcome was that key groups and variables were identified and four styles 
of purchasing established which were transferred to survey two. 
Characteristics of the four styles of purchasing were identified and 
comparisons were made with the demographic data. The data obtained 
concerning staying in a hotel provides an indication as to the length and 
purpose of these stays by the subjects in the research. This compared 
favourably with published statistics. 
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6.1.4 Survey two 
The objectives of survey two were to explore and confirm the findings from 
survey one and to establish whether economic and psychological costs 
/benefits feature in holiday purchase. The methodology employed was a 
1000 subject postal survey. Analysis of findings was conducted on style of 
purchasing typology, perception of cost benefit in relation to purchase of a 
holiday, and demographic variables. 
Finally the findings of survey one and survey two were consolidated and a 
new model of model of consumer behaviour decision making was 
presented. 
6.2 Structure of the study 
The introductory chapter discussed the focus of this research; it is 
concerned with styles of purchasing based on the opinion that styles of 
purchasing exist, and that they are generic. 
The literature review was undertaken in order to demonstrate an 
understanding of concepts and previous research that underpins this study 
and upon which the findings intended to build. 
The literature review provided the understanding and context. The works 
of a number of authors informed the marketing context for the research. 
Others provided the consumer behaviour context. This led to exploring the 
decision making process and the influences on that process. One 
particular influence was the focus for this investigation, that of attitude. 
The economic and psychological aspects were reviewed. Finally the 
tourism context was presented. 
The review of the literature did not uncover styles of purchasing as a 
concept. However the works of Kotler, Middleton and others did present 
discussions on consumer profiling and lifestyles similar concepts that have 
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been used as part of consumer decision making to order to divide them 
into segment. 
The methodology chapter presented the development stage of the 
research, which sought to establish the preliminary case for the existence 
of styles of purchasing; it did this using Q methodology. 
Q-tests were used to determine the relative ranking of stimuli by 
individuals and to derive clusters of individuals who display similar 
preferences, thus perhaps representing unique market segments. The 
methodology chapter went on to present the method and research 
instruments, which were used in the main stage of the research, the two 
postal surveys. 
Having established the existence of five styles of purchasing these were 
utilised in the first of two postal surveys to confirm the initial finding from 
the development stage. A postal survey was the methodology employed 
and it obtained data from four hundred and eighty respondents from a 
survey of two thousand subjects. 
The findings and analysis reported the finding and analysis of the returns 
obtained through these surveys and how the findings from survey one 
were utilised as the first part of survey two. The second element of survey 
two was to establish whether economic and psychological cost benefits 
feature in holiday purchase decisions. 
The data from survey one were subjected to rigorous analysis and four 
styles of purchasing survived. Demographic data extracted from the 
survey were also analysed. This uncovered the relationship between the 
respondents and their style of purchasing. 
The key group variables that were identified and associated to four styles 
of purchasing were transferred to survey two. The objectives of this survey 
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were to confirm the existence of the styles of purchasing established in 
survey one and to establish whether economic and psychological cost 
benefits featured in holiday purchase decisions. 
Comparisons were also made with the demographic data and both the 
styles of purchasing and economic and psychological cost benefits. 
The cost benefit element of the survey was assembled by referring to 
numerous authors and using a concept presented by Ekehammar (1977). 
The outcome of this survey was not as encouraging as survey one, the 
economic and psychological aspects were identified and established 
however the four styles of purchasing were not confirmed. Nevertheless, 
analysis was conducted on the data from survey two and this analysis 
formed the discussion for the model building chapter. 
6.3 Limitations 
By looking at the original objectives and questions that this study sought to 
explore it will be see that some of these objectives were achieved and 
other were not. 
The objectives of the study were; 
To establish a preliminary case for the existence of styles of purchasing. 
To confirm the existence of styles of purchasing. 
To show how styles of purchasing moderates cost / benefit considerations 
in decision-making. 
To determine whether style of purchasing vary by demographic variables. 
To establish whether economic and psychological cost benefits feature in 
holiday purchase decisions. 
Having clarified the research objectives and questions consideration was 
given to the methodologies that would be used in the research. It was 
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decided to conduct the research in two stages. Stage one, the 
development stage and stage two, the main research. 
Survey two sought to further confirm their existence in the first postal 
survey. However this survey failed to confirm the existence of the five 
styles being tested it did through testing and analysis reveal four styles. 
In-depth analysis of that data fell short of achieving the objectives of that 
survey, it did however establish that four styles of purchasing existed and 
identified their characteristics. These four style were used in the second 
survey 
The first survey identified demographic characteristics associated with that 
sample and revealed some styles of purchasing associated with these 
demographics. It also provided an indication as to usage of hotel 
accommodation. 
The second survey sought to explore and confirm the finding from survey 
one and to establish whether economic and psychological cost benefits 
featured in holiday purchase decision using the four styles of purchasing 
and economic and psychological cost benefit factors. The economic and 
psychological cost benefits analysis purports to specify which costs and 
benefits as well as an indication as to the size of these will result from the 
answers given. There are three different cost and benefits being tested 
economic, psychological and overall ones. Comparisons with demographic 
data were also made. 
The limitations of the research were only encountered at this stage when 
the results of this survey were analysed. The four styles of purchasing 
were not confirmed by this sample. 
The economic and psychological cost benefits characteristics were 
identified, styles of purchasing were not. The result of this was that 
comparisons between four styles of purchasing and the economic and 
232 
psychological cost benefits factors in deciding to go on holiday could not 
be tested. However these limitations were overcome by utilising the styles 
of purchasing which were confirmed in survey one and relating them to the 
economic and psychological cost benefits factors by crosstabulating them. 
This allowed for the data to be tested and the results analysis provides an 
indication as to how styles of purchasing and economic and psychological 
cost benefits are interrelated when deciding to go on holiday. The subjects 
in the second survey were grouped into two clusters. These clusters 
provided profiles of the subjects based on their styles of purchasing and 
their economic and psychological cost benefits characteristics. 
The intentions of the second survey of the research was to explore the 
relationships between the four styles of purchasing identified in survey one 
and to establish whether economic and psychological cost I benefits 
featured in a holiday purchase decision. 
When the data obtained from the styles of purchasing instrument of the 
survey was analysed it did not confirm the existence of the four styles of 
purchasing. The drawback was when the data were subjected to factor 
analysis, that analysis, although it sorted the data into factors, these 
factors did not confirm the same categories of styles of purchasing being 
tested, the items loaded differently. The implications of this drawback 
were that the relationship between the two components being sought 
could not be tested. 
If the analysis of the styles of purchasing instrument in survey two had 
confirmed the existence of the four styles of purchasing it would have 
been possible to point towards a relationship between them and economic 
and psychological cost benefits of purchasing a holiday. As it did not 
confirm the styles of purchasing being tested it was not possible to test for 
any relationship between them 
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However using the styles of purchasing established in survey one and the 
economic and psychological cost benefit instrument in survey two a 
hypothetical model was presented to illustrate some relationship between 
the two. This hypothetical model presented in chapter five gives some 
tentative, if not proven, indication of a relationship between styles of 
purchasing and economic and psychological benefits and demographic. 
By using the model it provides a framework or context in which to explore 
possible prediction of action of behaviour. The limitations of using a model 
are that it is all hypothesised therefore only giving an indication of some 
relationship between the two elements being tested. However In 
confirming any hypothesis one is merely more confident that it is true than 
one was before testing it. Confidence in any hypothesis is based on the 
quantity and quality of evidence that confirms or discounts it. 
There could be a number of reasons that the data analysis did not 
substantiate the four styles of purchasing. One could be the size of the 
sample used, (1000) for the survey and the small number (150), of returns 
compared with survey one (2000) and (480). The design of the study 
could have influenced the number of returns thereby reduce the 
confidence in the findings. Replication of the research would increase or 
decrease any confidence in the results. Limitations could have been 
overcome by using subjects who were about to purchase a holiday or who 
had recently purchased a holiday, or use a selection of subject's whose 
style of purchasing had been established in a previous survey. 
6.4 Implications for theory 
While the literature review uncovered the large amount written on 
consumer behaviour and its related aspects, it did reveal gaps in material 
available on the styles of purchasing and the decision making process 
particularly in a tourism and hospitality context. This research has 
contributed to the body of knowledge on the subject particularly on the 
psychological aspects of attitude. 
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It has been claimed that the decision making process does not work well, 
it does not predict behaviour. One of the aspects of styles of purchasing is 
in its predictive capacity. Once established it can be used as an indication 
of how people could behave when making any decision not only the 
decision to purchase a holiday. It is an underlying approach to purchasing 
and as such it could be used as part of targeting and psychographics 
segmentation. 
This research discusses what it sees as a gap in the literature on 
consumer behaviour and the decision making process and it has sought to 
fill that gap. It did this by testing and confirming the existence of styles of 
purchasing and establishing that economic and psychological cost benefits 
feature in the decision making process. It has offered a suggestion that 
these two factors could be used in a tourism or hospitality context. 
It has been well documented that consumers behave in different ways. 
These ways are influenced by a number of factors among them are 
economic and psychological characteristics. 
It has been suggested that segmenting the population by drawing on 
aspects of consumer behaviour and decision making process is a useful 
means by which organisations can obtain a better understanding of the 
needs and wants of consumers. With this understanding they can develop 
products and services to satisfy these changing needs and wants and 
thereby maintain competitive. 
This research has offered two or more viewpoints as to what consumer 
behaviour and the decision making process is all about. It is not just a 
physical act of buying but a mental process of pre-purchase, selection, 
decision making and post-purchase evaluation behaviour. Within that 
framework a number of factors influence the consumer and the way they 
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are likely to behave. Two of these influences have been the focus of this 
research the economic and psychological cost benefits and attitudes. 
Attitudinal response is a mental state, consumers have a predisposition to 
behave in a particular way that is indicated by their associated styles of 
purchasing, an attitude. That has been the focus of the questioning in this 
research and why the attitudes scales were used for the measurement in 
the methodology employed in the research. 
The particular sequential steps in the decision making process models do 
not explain this preparedness. These models do not explain what actually 
happens they tend to ignore the predisposition of attitudes of consumers 
acting in a particular way. 
This research sees that along side these sequential steps there is the 
predisposition to purchase, style of purchasing, and part of the consumer's 
attitude. These are linked to economic psychological cost benefits. This 
research has presented arguments to support the claim that style of 
purchasing is linked to aspects of economic and psychological cost 
benefit. 
Attitude plays a pivotal role in major models describing consumer 
behaviour, it is strongly felt that it influences behaviour. It is an important 
explanatory variable in creating models of behaviour. The models 
presented in this study have incorporated this as an essential element. 
6.5 Contributions to theory 
This study has contributed to the theory in a number of areas: Contributed 
to the psychological element of the decision making models; Contributed 
to the overlooked economic element of the decision making models; 
Presented a model which can be used to test for styles of purchasing as 
part of consumers decision making process; Presented a model to test the 
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economic and psychological cost benefits elements of holiday purchase 
decision making; Presented the findings of the styles of purchasing and 
demographics data; Presented the findings of the economic and 
psychological cost benefits in relation to holiday purchase decision 
making. Presented the findings to styles of purchasing and economic and 
psychological cost benefits and holiday purchase decision making; 
Developed a linking instrument by using Ekehammar's cost benefit model 
in another context. 
Consumer behaviour is an area that has interested researchers and will 
continue to do so for the foreseeable future. By the nature of the subject it 
is a topic, which has sought attention by a number of disciplines among 
them, are anthropologists, psychologists, social scientists'and marketers. 
These approach the subject from their own particular standpoint with 
differing agendas and purposes. Marketers look at it particularly from 
trying to understand how and why people behave, what makes them tick. 
Various authors have produced models to illustrate their studies. Taking 
things further than a wide overview a number of authors and researchers 
have focused on one particular aspect, consumer decision making. This 
study has been conducted within the depth of the subject area and studied 
various models as means of. providing the background framework. It 
concentrates on the decision making process and focused on two 
determinants that influence the consumer in that process. These were 
categorised under the headings of economic behavioural determinants 
and psychological behavioural determinants. The topics associated with 
both these were discussed and some formed the thinking behind the 
study. 
Styles of purchasing as a concept was felt to exist as part of this decision 
making process. There was scant evidence to support its existence in 
previous studies. These styles were seen as attitudes that consumers held 
which would provide an indication as to their purchasing behaviour. 
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Although other means of categorising consumers have been widely 
utilised and reported, it was felt that these overlooked what is the essence 
that this research sought to establish. This was means of categorising 
consumers as individuals or segments or groups. Not by previously used 
techniques such as lifestyles or psychographics, but by their attitudes in 
the way that Allport and others define them. Attitudes are a leamed pre- 
disposition to respond to an object or class of objects in a consistently 
favourable or unfavourable way. 
6.6 Contribute to the area of consumer research 
This study has contributed to the area of research In consumer behaviour 
in a number of ways. It developed a research tool to test styles of 
purchasing. It presents a theoretical model with the economic and 
psychological behavioural determinants. It also developed a research tool 
to measure economic and psychological cost benefits. It has made a 
contribution to the elements of the decision making process by focusing on 
the aspect of attitude and associated these with the decision making 
process in hospitality and tourism. 
6.7 Implications for policy and practice 
Differences between consumers are of fundamental interest to marketers. 
Many types of differences are listed in marketing texts, including 
differences based on geography, demographics, behaviour, decision 
making process, purchasing approach, situational factors, personality, 
lifestyle psychographics and so on. (E. g., Aaker, 1995; Bona and Shapriro, 
1983; Dickson, Kotler 1997). For organisations, the existence of these 
differences suggests a need for the development of marketing 
segmentation strategies - in the belief that it is more profitable to treat 
certain types of consumers in different ways than to treat them all the 
same. 
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As a priority anything that contributes to a better understanding of 
consumers and their behaviour would be welcome by any organisation 
operating in the service sector. This sector has grown considerably in 
recent years and there is every likelihood that it will continue to do so 
The potential implication of this research to the hospitality and tourism 
industry is as follows. It has added to the ways consumers may be 
categorised or profiled. Consumers could be categorised by the style of 
purchasing they demonstrate and these categories could be used to divide 
them into identifiable segments. The consumers in both these sectors 
could be segmented by styles of purchasing. These segments could be 
used as part of organisations' efforts to target these different segments 
with different products and/or services. They would be an identifiable 
market segment, which could be targeted by organisations' marketing 
communications, with emphasis being placed on the component factors of 
the different purchasing styles. 
This research has identified four styles of purchasing and three other 
factors, economic, psychological and overall cost benefits. It has identified 
segmentation and profiling types by combining style of purchasing 
economic and psychological factors and demographic characteristics 
which could by be utilised in industry. 
6.8 Limitations 
No research is without its drawbacks, and this is no exception. An 
assortment of factors could have limited this research. The development 
stage Q-tests could have used a random selection of a wider population. 
Using only colleagues and friends restricted this stage of the research to a 
particular socio-economic group. It could be argued that conducting further 
rounds of tests could have refined the material. 
The questionnaire was piloted with colleagues and students to test for any 
flaws. Potential flaws could have been overlooked even in a pilot. It is 
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possible that participants with a lower level of education might have 
experienced some difficulty in comprehending the content. 
Had the questionnaire been coded a follow up letter could have been sent, 
to improve the response rate, however coding the questionnaire would 
have prejudiced the anonymity of the recipients. The disparity in the 
response rates between the two surveys (survey one 24 per cent, survey 
two 15 per cent cannot easily be accounted for. The structure of the 
questionnaires was similar using attitude scales. However it is likely that 
the second questionnaire took longer to complete, as the issues it covered 
were more complex. 
Both surveys were addressed to 'The Occupier' not to named individuals. 
This could have been a factor in influencing rate of return. In hindsight the 
addition of 'this is not a circular' on the envelope might have boosted rates 
of return. Alternative methods to a postal survey such as, focus groups or 
individual interviews using subjects drawn from quota samples to make 
comparisons across a wider demographic variables could have yielded 
less data but of an arguably richer nature. 
6.9 Implications for further research 
No research however extensive will come up with all possible answers to 
the research questions. This research is no different, in that in answering 
the questions it set out to it has uncovered others that for practical reasons 
it has not been able to address. 
The potential for further research as a continuation of this research are 
numerous. One approach could be developing the topic of styles of 
purchasing. 
The material used in the Q-test proved to be robust enough for this 
research and could be used in a similar application. The typology that was 
used to establish the preliminary case for the existence of styles of 
purchasing was tested and four confirmed in stage two. These four styles 
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of purchasing could be utilised in a further research. The results would not 
necessarily be the same as presented here but another typology of styles 
of purchasing might be the outcome. 
Deeper understanding of the economic and psychological factors that 
contribute to the decision making process when purchasing a holiday 
could be obtained in the future by integrating the two areas in a study of 
consumers who were about to purchase a holiday. For example in a travel 
agents or on an aircraft or as a follow up when booking a holiday through 
a tour operator or other agency. 
6.10 Summary 
Overall this research has proved to have been successful. In the 
development stage a preliminary case was established for the existence of 
styles of purchasing. This was achieved by utilising Q-tests a recognised 
and tested research instrument this formulated the typology of consumers 
styles of purchasing for the purpose of this research. These styles of 
purchasing were utilised in survey one and four of them proved robust and 
were transferred to survey two. These styles of purchasing were further 
tested along with economic and psychological cost benefit questions, 
which were assembled for this research to establish whether they featured 
in holiday purchase decisions. The research instruments proved to be 
reliable until the last stage of the research. 
Nevertheless they were still utilised in the final stage by forming the basis 
of a suggested model for consumer attitudes to purchasing a holiday. This 
revealed interesting patterns in the data concerning the characteristics of 
respondents and the elements and variables being tested. 
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UK Hotel Market 
Breakdown of hotel users in the United Kingdom 
The following table provides a breakdown of hotel users 
Percent 
Corporate 
Business Travellers 43.5 
Conference/seminar 20.5 
delegates 
Total corporate 64 
Consumer 
Holidaymaker 28.4 
Other consumer 7.6 
Total consumers 36 
Total 100 
UK Hotel market by type of clientele in 1999. Source Key Note 2000 
The following table shows stays in UK hotels in previous 12 months % of 
adults 2000 
Percent 
Stayed in UK Hotel 28.4 
Not stayed 71.6 
1-3 nights 
Once 15.0 
Twice 6.5 
Three times 2.7 
Four or more 2.8 
Any Business 4.5 
4-6 Nights 
Once 3.6 
Twice 1.1 
Three times 0.3 
Four or more 0.4 
Any business 1.1 
7 or more 
Once 2.1 
Twice 0.4 
Three times 0.1 
Four or more 0.2 
Any business 0.4 
Penetration for staying in UK hotels in previous 12 months % of adults 2000. 
Source: Target Group Index BMRB International 2000 
I 
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The following table illustrates the breakdown of stays in hotels between: 
gender, age groups, and time of week. 
Weekend Midweek 
All Busine ss All Business 
All 100 17.9 100 1.0 100 10.3 100 3.5 
adults 
49.5 18.2 70.4 1.5 59.3 12.5 75.6 5.4 
Male 50.5 17.7 29.6 0.6 40.7 8.1 24.4 1.6 
Female 
Age 12.2 14.6 9.6 0.7 8.8 6.1 6.9 1.6 
15-24 20.4 19.7 28.7 1.6 19.7 10.9 29.5 5.5 
25-34 19 18.8 29 1.7 21.4 12.1 31.2 6.0 
35-44 19 21 20.3 1.3 20.9 13.2 22.4 4.8 
45-54 14.2 20.3 9.1 0.7 13.3 10.9 8.1 2.2 
55-64 15.2 14 3.4 0.2 15.9 8.4 1.8 0.3 
65+ 
Penetration and Profile of Visitors to UK Hotels % adults 2000 (Keynote 
2000) 
The following table displays the percentage of adults and age groups of hotel 
visitors who stayed for four nights of more during 2000. 
All Penetration 
All adults 100 8.3 
Male 51.7 8.8 
Female 48.3 7.8 
Age 
15-24 7.8 4.3 
25-34 12.8 5.7 
35-44 15.1 6.9 
45-54 16.2 8.3 
55-64 15.4 40.2 
65+ 32.8 14.0 
Penetration and profile of visitors to UK Hotels % adults 2000 four nights or 
more. (Source; Target Group Index BMRB International 2000) 
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KEY FACTS OF TOURISM FOR ENGLAND 2000 
Volume and Spending of Tourists in England 2000 
TripsNisits Nights 
Millions Millions 
UK Residents 140.4 439.2 
Tourism in England 2000 
UK Residents 
Trips Spending 
Millions £ Millions 
Holidays 82.7 12,413 
Business 19.1 4,321 
Visiting 
Friends 
& Relatives 34.4 2,521 
Other 4.2 635 
Holidays in England 2000 
Holidays 
1-3 Nights 
Holidays 
4-7 Nights 
Holidays 
8+ Nights 
Total Holidays 
UK Residents 
Trips Nights 
Millions Millions 
53.7 102.2 
22.6 119.9 
6.5 70.0 
82.7 292.1 
Average Expenditure 2000 
Spending 
£ Millions 
19,890 
Spending 
Millions 
6,242 
4,598 
1,573 
12,413 
UK Residents 
Average Spend 
per Trip £142 
Average Spend 
per Night £45 
Tourism Expenditure by Category 2000 
UK Residents 
£ Millions % of Total 
Package trip 820 4 
Accommodation 
(non package trip) 5,290 24 
Travel 3,790 17 
Services or advice 450 2 
Buying clothes 1,550 7 
Eating and drinking 4,370 20 
Other shopping 1,530 7 
Entertainment 1,450 7 
Other expenses 640 12 
Total 100 100 
Note: Figures may not add due to rounding. 
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Accommodation Used in 2000 
UK Residents 
% Trips % Spending 
HotellMotellGuesthouse 25 40 
B&BlFarmhouse B&B 7 8 
Rented houselFlatlChaiet 5 
Hostel/University/School 1 
Friends/Relatives home 49 28 
Second homelTimeshare 1 
Camping 2 1 
Towed Caravan 3 2 
Other 9 11 
8 
1 
Notes: Figures may over add due to more than one accommodation type being 
used during a trip. 
Serviced Accommodation Occupancy 2000 
2000 1999 
Room Occupancy 60% 60% 
Bedspace Occupancy 44% 44% 
Age Profile 2000 
UK Residents 
% of Trips 
0-15 n! a 
16-24 16 
25-34 22 
35-44 21 
45-54 15 
55-64 12 
65+ 14 
Social Profile 2000 
UK Residents 
% Trips 
AB 29 
C1 31 
C2 19 
DE 21 
Sources: 
UK Residents: United Kingdom Tourism Survey 
Overseas Residents: International Passenger Survey 
Accommodation Occupancy: United Kingdom Occupancy Survey 
Tourist Attractions: Survey of Visits to Visitor Attractions 
(15 July 2002 ) 
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Appendix 2 
Bank of statements for Q-tests 
Bank of statement generated to describe consumers characteristics in 
respect of their purchasing behaviour. 
1. Can afford to entertain regularly. 
2. Only eats out on special occasions, e. g. Christmas, birthdays. 
3. Rarely makes large purchases without giving them them considerable 
thought. 
4. Is a conspicuous consumer. 
5. Lives now pays later. 
6. Carries large amounts of money. 
7. Always pays by credit card. 
8. Gives any purchase careful thought and consideration. 
9. Seldom carries cash. 
10. Always keeps within a budget. 
11. Waits until gas, electricity, water bills come in then will find the money 
to pay them. 
12. Has a budget account with a bank to pay the gas, electricity, and water 
bills. 
13. Concerned will they have the money to pay regular bills when the fall 
due. 
14. Unconcerned about gas, electricity, water bills, will find the money to 
pay these when they come in. 
15. Budgets for everything and sticks within that budget. 
16. Budgets for everything but always exceed that budget. 
17. Budgets for everything and regularly has an excess amount of money 
over. 
18. Always knows in advance what an item is likely to cost. 
19. Not very aware of the price of things. 
20. Very aware of the price of things 
21. Views savings as putting money by for a rainy day, even if that day 
seldom comes. 
22. Saves so as to pay bill when they come in. 
23. Views savings as security something to fall back on in emergencies. 
24. Regular saver for the future, e. g. retirement. 
25. Regular saving for children's education. 
26. Saves any disposable income left over at the end of the month 
27. Uses credit cards only to make large purchases 
28. Always checks bills. 
29. Treats themselves regularly as they feel they deserve it. Rarely treats 
themselves. 
30. Rarely treats themselves 
31. Only treats themselves when they feel they have worked for it. 
32. Always pays with cash. 
33. Settles credit cards bills in full each month. 
Appendix 
34. Pays a set amount off the credit card account each month 
35. Pays a minimum amount off the credit card account each month 
36. Thinks making small purchased is OK. 
37. Makes small purchases on a regular basis without giving them much 
thought. 
38. Buys a lottery ticket as a means of supporting good causes. 
39. Buys a lottery ticket in the hope of becoming rich. 
40. Shops regularly in charity shops. 
41. Will not buy anything unless they have the money to pay for it. 
42. Sees something and has to have it. 
43. Will only purchase an item if they think they can afford it. 
44. Considers branded products represent better value for money. 
45. Would not consider buying designer clothes. 
46. Always considers every purchase prior to buying. 
47. Only give large purchases comparative considerations when making 
decisions. 
48. Cannot be bothered to give any purchases comparative 
considerations. 
49. Makes small purchases as opposed to large ones. 
50. Purchases some items without having a present use for them. 
51. Will only purchase items after making lots of comparisons. 
52. Makes few comparisons prior to making a purchase. 
53. Makes a limited number of comparisons prior to making a purchase. 
54. Regularly purchases on impulse. 
55. The purchase decision is a long process for most items. 
56. The purchase decision is a long process only for large purchases. 
57. Must have an item as soon as it comes on to the market. 
58. Only purchase items which others in same social circle have. 
59. Must be first in social circle to have something. 
60. Waits until friends have items before purchasing. 
61. Believes in material things. 
62. See material things as luxuries. 
63. Sees material items as necessities. 
64. Buys items only for their utility. 
65. An item is only purchased if it considered adequate for its purpose. 
66. Look after the pence and the pounds will look after themselves 
67. Checks all receipts to ensure that they are correct. 
68. Gives up or forgoes items in favour of an alternatives. 
69. Sets aside a budgeted amount each month. 
70. Ensures that they keep within a budget even if it means going without 
some items. 
71. Never gambles. 
72. Only gambles what they can afford to loose. 
73. Is an excessive gambler. 
74. Only gambles on the lottery. 
75. Considers gambling is a waste of money. 
76. Gives regularly to charity. 
77. Waits until an item is reduced or in a sale before purchasing it. 
78. Saves up for annual sales then purchases clothing, household items. 
79. Will not buy treats for themselves. 
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80. Buys treats as gifts for others. 
81. Values gifts given highly. 
82. Values gifts received highly. 
83. Regular user of the telephone to speak to neighbours, friends that they 
see regularly. 
84. Only uses the telephone to speak to family / friends who live at a 
distance. 
85. Owns a mobile phone and uses only for business calls. 
86. Owns a mobile phone and uses it heavily for personal I social calls. 
87. Would not contemplate purchasing by mail order as good don't 
represent good vale. 
88. Mail order shopping allows for the purchase of luxuries. 
89. Purchases items by mail order as a means of deferring payment's over 
time. 
go. Only purchases large cost items by mail order. 
91. Argues or bargains about the cost of most items they purchase. 
92. Believes money can solve all their problems. 
93. In making any purchase, for any consideration is cost. 
94. Feels stupid if they pay a littlie more for something that a friend I 
neighbour did. 
95. Proud of their financial situation, pay, investments, etc, and lets 
everyone know about them. 
96. Worries about their finances much of the time. 
97. Fascinated about money and what they could do if they had a large 
amount of it. 
98. Sometime purchase things that they don't need or want to impress 
people. 
99. Spends money on themselves when they are depressed. 
100. Often purchases things that they don't' need because they are 
in a sale or reduced in price. 
101. Feels guilty about spending money on necessities like clothes, 
etc. 
102. Often say 'they can't afford it whether they can or not. 
103. Often have difficulties about spending money regardless of the 
amount. 
104. Saves money because they are never sure when they will need 
the cash. 
105. Knows almost to the penny how much money they have on 
them most of the time. 
106. Reefers to use money as opposed to credit cards 
107. Believes the amount of money that a person earns is closely 
related to their ability and efforts. 
108. Believes they have little financial control over their financial 
situation in terms of power to change it. 
109. Keeps careful account of the money they spend. 
110. Likes to see something substantial for their money. 
111. Always careful with their money 
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Appendix 3 
Instructions and Matrix for recording 0 test results 
[Q -Sort Test. First run of tests 
Thank you for helping me with my research. 
This information is provided to familiarise you before you start. 
The object of the test is to allocate 'Statements' under the appropriate 
'Definitions'. You as an individual are not being tested in any way. 
This Test is very straightforward and should be carried out as follows. 
" The coloured cards on which are written the `Definitions' are laid on a 
table in front of you. It doesn't matter in which order they are laid out 
but for the convenience of the later recording element of the test A, 
B, C, D, E, is suggested. 
These cards should be read to gain a clear understanding of the definitions. 
" The other cards, the white ones, fifty in total, are the 'Statements', the 
other element of the test. These are shuffled, read and you allocate 
the 'statement' under the appropriate 'definition'. 
Take your time, there is no time limit, neither are their any specific number of 
statements or any correct order in which they should be allocated to the 
definitions. 
" Carry out this exercise until you have allocated all the 'statements' 
under what you think are the appropriate 'definitions'. If at first you 
cannot decide where any statement should be located, put it aside 
and come back to it later. If you are unable to decide where any 
statement should be located having given it careful consideration 
" place it to one side and record it as a Don't Know. 
Remember you must allocate all the statements 
" When you have done this, and please not before, record in the grid 
the numbers on the back of the statements under the appropriate 
definition letter. 
Thank you. 
A Willis. 
Appendix 
Q Sort Recording Grid 
Record numbers on white cards in appropriate column. 
ABCDE Don't Know 
Once again, thank you very much for taking time to complete this test. 
A Willis 
Appendix 
Q Sort Test. Refined instructions 
Thank you for helping me with my research. 
This information is provided to familiarise you before you start. 
The object of the test is to allocate 'Statements' under the appropriate 
'Definitions'. You as an individual are not being tested in any way. 
This Test is very straightforward and should be carried out as follows. 
The coloured cards on which are written the 'Definitions' are laid on a 
table in front of you. It doesn't matter in which order they are laid out 
but for the convenience of the later recording element of the test A, 
B, C, D, and E. is suggested. 
These cards should be read to gain a clear understanding of the definitions. 
" The other cards, the white ones, fifty in total, are the 'Statements', the 
other element of the test. These are shuffled, read and you allocate 
ten of the 'statement' under what you consider is the appropriate 
'definition'. 
Take your time, there is no time limit, neither is there any correct order in 
which they should be allocated to the definitions. It is important to allocate 
ten to each descriptor. 
Carry out this exercise until you have allocated all the 'statements' 
ten each under what you think are the appropriate 'definitions'. If at 
first you cannot decide where any statement should be located, put it 
aside and come back to it later. 
Remember you must allocate all the statements 
" When you have done this, and please not before, record in the grid 
the numbers on the back of the statements under the appropriate 
definition letter. 
Thank you. 
A Willis. 
Appendix 
Q- Sort Recording Grid 
When you have allocated the white card to the descriptor that you think it is 
associated with, turn over the card and write the number on the back in the 
appropriate row. 
Card. Numbers on white cards 
A. 
B. 
C. 
D. 
E. 
Once again, thank you very much for taking time to complete this test. 
A Willis 
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Appendix 4 Listing of Q test results 
Statements used in the Q-tests 
A Statements % Descriptor 
Live now pay later. 100 a 
Purchase some items without having a present use for 
them. 
93 a 
Not very aware of the price of items. 90 a 
Treats themselves regularly as they feel they deserve it. 87 a 
Must be the first in social circle to have something 83 a 
Believes in material things. 80 a 
Unconcerned by domestic bills, will find the money to pay 
these when they come in. 
77 a 
B Statements 
Occasionally makes purchases on impulse 80 b 
_ Thinks a small purchase is OK 67 b 
Makes small purchases on a regular basis without giving 
them much thought. 
67 b 
C Statements no usable ones 
D Statements % Descriptor 
S 
Keeps careful account of their money they spend. 67 d 
Knows almost to the penny how much money that they 
have in their pocket at all times 
67 d 
E Statements 
Would not consider buying any designer items, e. g. 
clothes 
87 e 
Will not buy treats for themselves. 77 e 
Shops regularly in charity shops 87 e 
In making any purchase for any purpose, their first 
consideration is price 
73 e 
Often says 'they can't afford it' whether they can or not. 70 e 
Appendix 
Statements that failed to achieve required frequency. % Descriptor 
Always pays by Credit Card. 64 a 
Gives regularly to charity. 64 a 
Can afford to entertain regularly. 43 a 
Mail order shopping allows for the purchase of luxuries 40 a 
Only gives a large purchase comparative consideration 
when purchasing items. 
63 b 
Budgets for everything but always exceeds the budget. 63 b 
Views savings as putting money by for a rainy day. 64 b 
Saves any disposable income left over at the end of the 
month 
43 b 
Purchase small items rather than large items. 40 b 
Views savings as security, something to fall back on in 
emergencies. 
33 b/c 
Likes to see something substantial for their money. 63 c 
Regular saver for children's education. 63 c 
An item is only purchased if it is considered adequate for 
its purpose 
63 c 
Will only purchase items after making lots of 
comparisons. 
63 c 
Regular saver for the future, e. g. retirement. 47 c 
Wait until friends have items before they purchase similar 
item. 
43 c 
Buys treats as gifts for others but not for themselves 33 c 
Has a budget account with a bank to pay household bills 63 d 
Always keeps within a budget. 63 d 
Sets aside a budgeted amount each month 63 d 
Saves so as to pay bills when they come in. 40 d 
Checks all receipts to ensure that they are correct. 47 d 
Budgets for everything and regularly has an excess 
amount of money over 
60 d 
Ve aware of the price of things 43 d 
Will only purchase an item if they can afford it. 63 d 
Always knows what an item is likely to cost. 43 d 
Purchase items with a Credit Card as it means the 
repayments can be spread. 
30 d 
The decision to purchase is a long process for most 
items. 
43 d 
Avoids using a Credit Card as a form of payment. 63 e 
Bus items only for their utility 63 e 
Considers every purchase rior to buying all items. 37 e 
Argues or bargains about the cost of most items they 
bu . 
43 e 
Will only purchase an item if it can be paid for there and 
then 
33 e 
Appendix 
Appendix 5 
Post code addresses used in surveys 
Appendix 
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Appendix 6 
Survey one questionnaire and covering letter 
Appendix 
Unis 
Do University 
of Surrey 
Guildford 
Surrey GU2 5XH, UK 
Telephone 
+44 (0)1483 300800 
Facsimile 
+44 (0)1483 259387 
July 1999 
Dear Consumer 
School of 
Management 
Studies for 
the Service 
Sector 
The short questionnaire enclosed is part of an academic study I am undertaking. 
It concerns consumer's attitudes towards purchasing. 
It is a totally anonymous survey, be assured that by answering the questions no 
individual taking part in the survey can be identified. 
I would appreciate it if you could spend a short time completing the 
questionnaire. This task should only take you approximately five to ten minutes. 
Why don't you do it now while you have the time. 
fi 
rr, 
L" . 
l4ky s+ar Pwzes 
When you have completed it please return the questionnaire using the enclosed 
prepaid envelope, many thanks. 
Thank you for helping us with this survey. Without your help this work could not 
be completed. 
Yours faithfully, 
ý'i/ý 
A Willis 
Aft, 
NOR# W, 
Cýýý 
Professor Andrew Lockwood 
Hospitality Manager 
Tourism Managernei 
Food Management 
Retail Management 
Questionnaire. 
Attitudes towards Purchasing 
I would like you to reflect on the way you buy things whether in a shop or at home 
contemplating a purchase. 
Please circle or tick the level of agreement you feel towards each of these 
statements. 
1.1 like buying things on impulse. 
Strongly Agree Agree Neither Disagree Strongly 
Disagree 
2.1 like to live now and pay later. 
Strongly Agree Agree Neither Disagree Strongly 
Disagree 
3.1 keep careful account of the money I spend. 
Strongly Agree Agree Neither Disagree Strongly 
Disagree 
4.1 tend not to buy things because they have a designer's label. 
Strongly Agree Agree Neither Disagree Strongly 
Disagree 
5.1 purchase some items without-having a current use for them. 
Strongly Agree Agree Neither Disagree Strongly 
Disagree 
6.1 don't feel hesitant or stressful when making small purchases. 
Strongly Agree Agree Neither Disagree Strongly 
Disagree 
7.1 like to put money away regularly for specific future commitments. 
Strongly Agree Agree Neither Disagree Strongly 
Disagree 
8. Most of the time I know how much money I have on me. 
Strongly Agree Agree Neither Disagree Strongly 
Disagree 
9. I would not normally buy treats for myself. 
Strongly Agree Agree Neither Disagree Strongly 
Disagree 
........ Continued 
A Willis. School of Management Studies for the Service Sector. University of Surrey. Guildford 
10. When I shop I'm not very aware of the price of items. 
Strongly Agree Agree Neither Disagree Strongly 
Disagree 
11. I make small purchases on a regular basis without giving them much 
thought. 
Strongly Agree Agree Neither Disagree Strongly 
Disagree 
12.1 only purchase items I consider adequate for the purpose I had in mind. 
Strongly Agree Agree Neither Disagree Strongly 
Disagree 
13. A budget account with a bankibuilding society helps to manage 
household finances. 
Strongly Agree Agree Neither Disagree Strongly 
Disagree 
14. Charity shops are good for bargains 
Strongly Agree Agree Neither Disagree Strongly 
Disagree 
95. I treat myself when I feel I deserve it 
Strongly Agree Agree Neither Disagree Strongly 
Disagree 
16.1 make comparisons when making large purchases. 
Strongly Agree Agree Neither Disagree Strongly 
Disagree 
17.1 am always aware of my budge. 
Strongly Agree Agree Neither Disagree Strongly 
Disagree 
18. In making any purchase for any purpose, my first consideration is price. 
Strongly Agree Agree Neither Disagree Strongly 
Disagree 
19.1 must be the first in my social circle to have something new. 
Strongly Agree Agree Neither Disagree Strongly 
Disagree 
20.1 like to see something substantial for my money. 
Strongly Agree Agree Neither Disagree Strongly 
Disagree 
A Willis. School of Management Studies for the Service Sector. , 
University of Surrey. Guildford 
21. I purchase items after making lots of comparisons. 
Strongly Agree Agree Neither Disagree Strongly 
Disagree 
22. I budget for everything but always exceed the budgeted amount. 
Strongly Agree Agree Neither Disagree Strongly 
Disagree 
23. Regular saving is a good idea. 
Strongly Agree Agree Neither Disagree Strongly 
Disagree 
24.1 set aside a budgeted amount each month for shopping 
Strongly Agree Agree Neither Disagree Strongly 
Disagree 
25.1 often say 'I can't afford that' whether I can or not. 
Strongly Agree Agree Neither Disagree Strongly 
Disagree 
Thank you. 
It would be useful for me to have an indication of some of your personal 
details, please tick which of the following apply to you. 
1. Are you: Male ......... 
Female ......... 
F1 
2. Are you: Married /Ina Single including 
permanent separated, divorced 
Relationship 
[1 11 
3. How many people are in your family at home? Q 
(You, your partner and any children) ............... 
5. What is your employment status? 
4. Which age group are you in? 
I am in full time employment. ... ,..... 
Under 20 
20 to. 29 
30 to 39 
40 to 49 
50 to 59 
Over 60 
I am in part time ......... 
employment. 
I am not in employment. ......... 
I'm self employed/ business ......... 
owner 
I am a student. ......... 
I am a housewife. ......... 
I am Retired. ......... 
A Willis. School of Management Studies for the Service Sector. University of Surrey. Guildford 
6. If you are in employment which of the following best describes the type 
of employment you are in? 
Senior Management/ Other 
professional. ... Management/ ... executive. 
Clerical/secretarial/ other 
office worker. ... Other non manual. ... 
Foreman/Supervisor. ... Skilled, tradelcraft. ... 
Personal service employee, Other 
e. g. shop assistant. ... Technical worker. ... 
Manual worker. ... 
7. What is your annual salary before stoppages? 
Under £10,000......... 
Between and under 
£10,000 .................. £20,000 
E20,000 .................. E30,000 
E30,000 
.................. £40,000 
E40,000 
.................. £50,000 
Over £50,000 
8. Have you stayed in a hotel in the United Kingdom since January 1998? 
Yes ...... 
B 
No ... 
9. If Yes how many times? F7 
10. What was the main purpose of your last stay? 
a) Business. e. g. Conference, Travelling to see clients. etc........ 
b) Leisure. e. g. Weekend or Midweek Break, Holiday etc........ 0 
C) Other (please state) ....................................... 
Thank you very much for your help. 
A. Willis. School of Management Studies for the Service Sector. 
University of Surrey. Guildford 
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Unis 
klK 
Ile 
University 
of Surrey 
Guildford 
Surrey GU2 5XH. UK 
Telephone 
+44 (0)1483 300800 
Facsimile 
+44 (0)1483 259387 
August 2000 
Dear Sir / Madam 
School of 
Management 
Studies for 
the Service 
Sector 
What comes into your head when you make the decision to go on holiday? 
The attached questionnaire is not a commercial survey it is for academic research. Your 
help in completing it is very valuable for my research and is much appreciated. 
It is a totally anonymous survey, be assured that by answering the questions no individual 
taking part can be identified. I would appreciate it if you could spend a short time 
completing the questionnaire, this shouldn't take more than ten to fifteen minutes, and it 
won't cost you anything. 
The questionnaire is in three parts. Part one relates to your attitudes towards purchasing, 
pert two is related to various costs and benefits associated with the process of purchasing 
a holiday, and part three details about you. 
Why don't you do it now while you have it in your hand. 
04 
? Hi Qven, "s 
"'N'asur PRIZS 
1». 
When you have completed it please return it using the enclosed prepaid envelope, many 
thanks. 
Thank you again for helping, without it I couldn't complete my research. 
Yours faithfully 
ýýýi 
A Willis Professor Andrew Lockwood 
Hospitality Management 
Tourism Management 
Food Management 
Retail Management 
Health Care Management 
Questionnaire 
Part I. Attitudes towards purchasing. 
Please indicate by a circle or tick the level of agreement you have to each 
statement. 
Strongly Strongly 
agree Neither disagree 
1. I keep careful account of the money I 
spend. 123 45 
2. I purchase some items without having a 
current use for them. 123 45 
3. In making any purchase for any 
purpose, my first consideration is price. 123 45 
4. I make comparisons when making large 
purchases. 123 45 
5. I am always aware of my budget 
123 45 
6. I like buying things on impulse 
123 45 
7. I like to see something substantial for 
my money. 123 45 
8. I like to live now and pay later. 123 45 
9. I like to put money away regularly for 
specific future commitments. 123 45 
10. I only purchase items I considered 
adequate for the purpose I had in mind. 123 45 
11. I often say 'I can't afford that' whether I 
can or not 123 45 
12. 1 will purchase items after making lots 123 45 
of comparisons. 
13. Most of the time I know how much 
money I have on me. 123 45 
14. I make small purchases on a regular 
basis without giving them much thought 123 45 
15. Charity shops are a good place for 
bargains. 123 45 
16. When I shop I'm not very aware of the 123 45 
price of items. 
Part 2. What comes into your head when you make the decision to go 
on holiday? 
Please answer any of the following questions that you feel apply to you. 
Leave out any questions that are not relevant to your thinking. Thank you. 
Please indicate on the scale 1- 5 the measure of your feeling toward each statement. 
17. Organising cover at work would be. 
Very difficult Very easy. 
1234 5 
18. The journey would be.. 
Hassle free Difficult 
1234 5 
19. I could spend the money on something else. 
Always. Not at all. 
1234 5 
20. A holiday would give me a chance to visit places of historical or cultural 
interest. 
Very satisfying Less satisfying 
1234 5 
21. I would worry about the house, or garden, or pets when I am away from 
home 
Often Not at all 
1234 5 
22. I worry about reaching agreement with other people involved. 
A lot No problem 
1234 5 
23. The cost of travel would be 
Expensive Cheap 
1234 5 
24. Staying in a hotel would give me a lift. 
Important Not important 
1234 5 
25. A holiday would be my reward for working hard. 
Not at all Definitely 
1234 5 
26. I can afford it 
Easily With difficulty. 
1234 5 
27. It has to feel that it will be value for money. 
Always Not always 
1234 5 -- 
28. I feel better and refreshed following a stay in a hotel. 
Very much Very little 
12345 
29. A holiday would involve using savings. 
Definitely Not at all 
12345 
30. Getting away from domestic chores. 
Important Not important 
12345 
31. There is always personal hassle on holiday. 
Disagree Agree 
12345 
32. I worry about work when I am away from it 
Always Never 
12345 
33. When travelling to the holiday destination I would be prepared to take.. 
A Long time A short time 
12345 
34. To afford it I would have to work longer hours or overtime. 
Definitely Not at all 
12345 
35. The travel element is an aspect that I would... 
Endure Enjoy 
12345 
36. I get the chance to renew personal relationships 
Important Not important 
1345 
37. A holiday would be an appropriate use of savings. 
Yes absolutely No absolutely not 
12345 
38. I need a holiday as something to look forward to. 
Not at all Definitely 
12345. 
39. I could defer the cost by Credit Card. 
Most likely Unlikely 
12345 
40. I have to think about expenditure on the horizon. 
Yes absolutely ,x.., 
No absolutely not 
12345 
Part 3. Basic details about you 
It would be useful for me to have an indication of some of your details, please tick which 
of the following apply to you. 
41. Are you? 42. Are you? 
Male Married 
Female 
EI 
Single including separated 
divorced 
43. How many people are in your family at home? (You, your partner and any children) 
44. Which age group are you in? 
Under 20 
20 to under 30 
30 to under 40 
40 to under 50 
50 to under 60 
Over 60 
45. What is your employment status? 
Full time employment 
Part time employment. 
Not in employment. 
Self employed/ business owner 
A student. 
A housewife. 
Retired. 
47. If you are in employment which of the following best describes the type of 
employment you are in? 
Senior Management/ professional. 
Other Management/ executive. 
Clerical/secretarial/ other office worker. 
Other none manual. 
Foreman/Supervisor. 
Service employee, e. g. shop assistant. 
Other Technical worker 
Skilled; trade/craft 
Manual worker 
47. ' What is your annual salary before stop Rages? 
Under £10,000......... 
Between and under 
£ 10,000 .................. £20,000 
£20,000 .................. £30,000 
£30,000 .................. £40,000 
E40,000 .................. E50,000 
Over £50,000 
48. Approximately how much would you expect to pay per person on a holiday? £......... , ... . 
Thank you very much for your help. A. Willis 
Appendix 8 
Economic and psychological cost benefit questions 
Appendix 
Appendix Economic and Psychological cost benefits 
Economic costs 
(19,23,26,29,34,40) (19,23,29,34,40 scores reversed for analysis) 
19. I could spend the money on something else. 
Always. Not at all. 
23. The cost of travel would be 
Expensive Cheap 
26. I can afford it 
Easily With difficulty. 
29. A holiday would involve using savings. 
Definitely Not at all 
34. To afford it I would have to work longer hours or overtime. 
Definitely Not at all 
40.1 have to think about expenditure on the horizon. 
Yes absolutely No absolutely not 
Economic benefits 
(25,27,37,39) (27,37,39 scores reversed for analysis) 
25. A holiday would be my reward for working hard. 
Not at all Definitely 
27. It has to feel that it will be value for money. 
Always Not always 
37. A holiday would be an appropriate use of savings. 
Yes absolutely No absolutely not 
39. I could defer the cost by Credit Card. 
Most likely Unlikely 
C: \My Doc uments\PhD\Append ix\Econ and Psycho cost benefits. doc I 
Psychological costs 
(17.18,21,22,31,32,35) (18,31,33 scores reversed for analysis) 
17. Organising cover at work would be. 
Very difficult Very easy. 
18. The journey would be.. 
Hassle free Difficult 
21. I would worry about the house, or garden, or pets when I am 
away from home 
Often Not at all 
22. I worry about negotiating with my family and friends 
A lot No problem 
31. There is always personal hassle on holiday. 
Disagree Agree 
32.1 worry about work when 1 am away from it 
Always Never 
33. When travelling to the holiday destination I would be prepared to 
take.. 
A Long time A short time 
35. The travel element is an aspect that I would... 
Endure Enjoy 
Psychological benefits 
(20,24,28,30,36,38) (20,24,28,30,36 scores reversed for analysis) 
20. A holiday would give me a chance to visit places of historical or 
cultural interest. 
Very satisfying Less satisfying 
24. Staying in a hotel would give me a lift. 
Important Not important 
28. I feel better and refreshed following a stay in a hotel. 
Very much Very little 
30. Getting away from domestic chores. 
Important Not important 
36. I get the chance to renew personal relationships 
Important Not important 
38.1 need a holiday as something to look forward to. 
Not at all Definitely 
C: \My Docu nents\PhD\Appendix\Econ and Psycho cost benefits. doc 2 
Appendix 9 
Statements resulting from the Q-tests 
A Statements 
2. I like to live now and pay later. 
5. I purchase some items without having a present use for them. 
10. When I shop I'm not very aware of the price of items. 
15 I treat myself when I feel I deserve it. 
19 1 must be the first in my social circle to have something new. 
B Statements 
1. I like buying things on impulse 
6. I don't feel hesitant or stressful when making small purchases. 
11.1 make small purchases on a regular basis without giving them much 
thought. 
16. I make comparisons when making large purchases. 
22.1 budget for everything but always exceed the budgeted amount. 
C Statements 
20. I like to see something substantial for my money. 
23. Regular saving is a good idea. 
12. I only purchase items I consider adequate for the purpose I have in 
mind. 
21. I purchase items after making lots of comparisons. 
7.1 like to put money away regularly for specific future commitments. 
D Statements 
3.1 keep careful account of the money I spend. 
8. Most of the time I know how much money I have on me. 
13. A budget account with a bank/building society helps to manage 
household finance. 
17.1 am always aware of my budget. 
24.1 set aside a budgeted amount each month for shopping 
E Statements 
4. I tend not to buy things because they have a designer's label. 
9. I would not normally buy treats for myself. 
14. Charity shops are good for bargains. 
18. In making any purchase for any purpose, my first consideration is price 
25.1 often say 'I can't afford that' whether I can or not. 
Appendix 
Appendix 
Questions taken forward from Survey 1 to Survey 2 
A Statements 
2. I like to live now and pay later. 
5. I purchase some items without having a present use for them. 
10. When I shop I'm not very aware of the price of items. 
B Statements 
1. I like buying things on impulse 
11. I make small purchases on a regular basis without giving them much 
thought. 
16.1 make comparisons when making large purchases. 
C Statements 
20. I like to see something substantial for my money. 
12. I only purchase items I consider adequate for the purpose I have in 
mind. 
21. I purchase items after making lots of comparisons. 
7.1 like to put money away regularly for specific future commitments. 
D Statements 
3. I keep careful account of the money I spend. 
8. Most of the time I know how much money I have on me. 
17.1 am always aware of my budget. 
E Statements 
14. Charity shops are good for bargains. 
18. In making any purchase for any purpose, my first consideration is price. 
25.1 often say 'I can't afford that' whether I can or not. 
Numbered questions for Survey 1 
Renumbered for use in Survey 2 
A Statements 
8. I like to live now and pay later. 
2. I purchase some items without having a present use for them. 
16. When I shop I'm not very aware of the price of items. 
B Statements 
6. I like buying things on impulse 
14. I make small purchases on a regular basis without giving them much 
thought. 
4.1 make comparisons when making large purchases. 
C Statements 
7. I like to see something substantial for my money. 
10. I only purchase items I consider adequate for the purpose I have in 
mind. 
12. I purchase items after making lots of comparisons. 
9. *I like to put money away regularly for specific future commitments. 
D Statements 
1. I keep careful account of the money I spend. 
13. Most of the time I know how much money I have on me. 
5.1 am always aware of my budget. 
E Statements 
15. Charity shops are good for bargains. 
3. In making any purchase for any purpose, my first consideration is price. 
11.1 often say 'I can't afford that' whether I can or not. 
Numbered questions for Survey 1 
Appendix 10 
Survey one frequency data from questions 1-25 
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Frequency table Q 1.25 Survey One 
Statistics 
01 02 03 04 05 06 07 08 
N Valid 477 479 479 479 47$ 479 478 479 
Missing 3 1 1 1 1 1 2 1 
Std. Devtadon 1.077 1.072 . 967 1.148 1.065 . 942 . 991 . 
774 
Skewness -. 009 . 820 -. 750 -215 . 577 -. 882 -. 648 -1.385 
Std. Error of Skewness . 112 . 112 . 112 . 112 . 112 . 112 . 112 . 112 
Kurtosis -1.069 -. 226 -. 047 -. 741 -. 661 . 439 ". 258 3.063 
Std. Error of Kurtosis . 223 . 223 . 223 . 223 . 223 . 223 . 223 . 223 
Minimum 1.0 1.0 1.0 .0 1.0 1.0 1.0 1.0 
Maximum 5.0 50 50 5.0 5.0 50 5.0 50 
Statistics 
09 010 011 012 013 014 015 016 
Valid 480 476 476 476 471 472 474 472 
Missing 0 4 4 4 9 8 6 8 
Std. Deviation 1.022 1.106 1.071 . 884 1.048 . 966 . 913 . 893 
Skewness . 126 . 907 -. 135 -. 933 -. 345 -. 445 -. 527 -1.700 
Std. Error of Skewness . 111 . 112 . 112 . 112 . 113 . 112 . 112 . 112 
Kurtosis -1.162 -. 035 -1.275 . 532 -. 584 -. 183 -. 077 3.689 
Std. Error of Kurtosis . 222 . 223 . 223 . 223 . 225 . 224 . 224 . 
224 
Minimum 1.0 1.0 1.0 1.0 1.0 1.0 .0 1.0 
Maximum 50 5.0 50 50 50 50 5.0 5.0 
Statlstks 
017 016 019 020 021 022 023 024 025 
N Valid 474 478 476 475 474 474 477 476 476 
Missing 6 4 4 5 6 6 3 4 4 
Std. Deviation . 879 1.161 911 . 924 . 902 . 941 . 622 1.059 1.041 
Skewness -1.079 -. 146 1.734 -. 770 -. 490 . 417 "1.694 . 
043 -. 179 
Std. Error of Skewness . 112 . 112 . 112 . 112 . 112 . 112 . 112 . 112 . 112 
Kurtosis 1.217 -1.165 3.560 . 342 -. 187 ". 351 3.982 -. 939 -1.022 
Std. Eitor of KuAosis . 224 . 223 . 223 224 224 . 224 . 223 . 223 . 223 
Nnlmum 1.0 1.0 1.0 1.0 1.0 1.0 1.0 1.0 1.0 
Maximum 50 50 50 5.0 50 50 50 5.0 5.0 
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Alpha table survey one 
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RELIABILITYANALYSIS -SCALE (ALPHA) 
N of Cases = 448.0 
Item-total Statistics 
Scale 
Mean if 
Item 
Deleted 
Scale 
Variance 
if Item 
Deleted 
Corrected 
Item Total 
Correlation 
Squared 
Multiple 
Correlation 
Alpha if 
Item 
Deleted 
Type A 69.5692 56.8229 -. 2891 . 2488 . 5555 _ T we B 65.0022 43.6309 . 0770 0774 . 2586 
Type C 62.5737 34.1959 . 2896 . 4518 . 0448 _ TeD 63.1875 29.5800 . 3861 . 3962 -. 0965 
TeE 65.1496 35.1208 . 2644 . 1975 . 0742 
Reliability Coefficients 5 items 
Alpha = . 2622 
Standardised item alpha = . 2472 
Correlation Matrix 
N of Cases = 471.0 
Q2 Q5 Q10 Q15 019 
Q2 1.0000 
Q5 . 
2406 1.0000 
Q10 . 1534 . 
0998 1.0000 
Q15 . 0478 . 
0864 . 0735 1.0000 
Q19 . 3009 . 
2230 . 3550 . 0135 1.0000 
Scale 
Mean if 
Item 
Deleted 
Scale 
Variance 
if Item 
Deleted 
Corrected 
Item Total 
Correlation 
Squared 
Multiple 
Correlation 
Alpha if 
Item 
Deleted 
Q2 9.7516 5.7403 . 3109 . 1249 . 4010 
Q5 9.4692 5.9772 . 2664 . 0886 . 4330 
010 9.6115 5.7955 . 2750 . 1329 . 4275 
Q 15 8.4522 7.2610 . 0881 . 0134 . 5327 
Q19 10.1125 5.8916 . 3986 . 2075 . 3527 
Type B 
Reliability Coefficients 5 items 
Alpha = . 4896 
Standardised item alpha = . 4867 
Correlation Matrix 
N of Cases = 462.0 
Q1 Q6 Q11 Q16 Q22 
Q1 1.0000 
Q6 -. 0252 1.0000 
Q 11 . 2928 . 1224 1.0000 
Q16 -. 0365 . 2956 . 0374 1.0000 
Q22 . 1304 -. 0956 . 0917 -. 0834 1.0000 
Item-total Statistics 
Scale 
Mean if 
Item 
Deleted 
Scale 
Variance 
if Item 
Deleted 
Corrected 
Item Total 
Correlation 
Squared 
Multiple 
Correlation 
Alpha if 
Item 
Deleted 
Q1 13.5152 4.4022 . 1808 . 0997 . 2085 
Q6 12.5606 5.0017 . 1248 . 1082 . 2635 
Q11 13.4113 4.0778 . 2733 . 1072 . 1084 
Q16 12.1818 5.2337 . 0867 . 0911 . 2940 
Q22 13.8117 5.3679 . 0324 . 0333 . 3401 
Reliability Coefficients 5 items 
Alpha = . 2951 
Standardised item alpha = . 2824 
Correlation Matrix 
N of Cases = 466.0 
Q7 Q12 Q20 Q21 Q23 
Q7 1.0000 
Q12 . 1415 1.0000 Q20 . 2108 . 2571 1.0000 
021 . 
2076 . 
2629 
. 
2976 1.0000 
Q23 . 4600 . 
2560 . 2308 . 
2788 1.0000 
Item-total Statistics 
Scale 
Mean if 
Item 
Deleted 
Scale 
Variance 
if Item 
Deleted 
Corrected 
Item Total 
Correlation 
Squared 
Multiple 
Correlation 
Alpha if 
Item 
Deleted 
Q7 15.0558 5.6399 . 3746 . 2265 . 5889 
Q12 15.0794 6.1077 . 3348 . 1306 . 6059 _ Q20 15.0794 5.8410 . 3707 . 1462 . 5894 
Q21 15.2318 5.8300 . 3909 . 1617 . 
5792 
Q23 14.6867 5.7769 . 4768 . 2739 . 
5412 
Reliability Coefficients 5 items 
Alpha = . 6343 
Standardised item alpha = . 6377 
Correlation Matrix 
N of Cases = 465.0 
Q3 Q8 Q13 Q17 Q24 
03 1.0000 
08 . 4533 
1.0000 
Q13 . 1643 . 
1873 1.0000 
Q17 . 5425 . 
4876 . 2152 1.0000 
Q24 . 3038 . 
2754 . 2109 . 2648 1.0000 
Item-total Statistics 
Scale 
Mean if 
Item 
Deleted 
Scale 
Variance 
if item 
Deleted 
Corrected 
Item Total 
Correlation 
Squared 
Multiple 
Correlation 
Alpha if 
Item 
Deleted 
Q3 14.3978 6.3435 . 5241 . 3582 . 
5819 
Q8 14.1914 7.1120 . 
5063 1,3033 . 6023 
Q13 14.8473 7.2417 . 2659 . 0765 . 
7037 
Q17 14.2925 6.5867 . 
5479 
. 
3789 . 
5769 
Q24 15.1656 6.6686 . 3711 . 1402 . 
6567 
Reliability Coefficients 5 items 
Alpha = . 6765 
Standardised item alpha = . 6925 
Correlation Matrix 
N of Cases = 466.0 
Q4 Q9 Q14 Q18 Q25 
Q4 1.0000 
Q9 . 0765 1.0000 Q14 . 0577 . 1793 1.0000 
Q18 -. 0042 . 1223 . 2137 1.0000 Q25 . 0468 . 1240 . 1337 . 2833 1.0000 
Item-total Statistics 
Scale 
Mean if 
Item 
Deleted 
Scale 
Variance 
if Item 
Deleted 
Corrected 
Item Total 
Correlation 
Squared 
Multiple 
Correlation 
Alpha if 
Item 
Deleted 
04 12.9013 6.7214 . 0684 . 0100 . 4625 09 13.2361 6.2882 . 2114 . 0502 . 3506 Q 14 12.7639 6.2452 . 2538 . 0753 . 3219 Q 18 12.9185 5.6277 . 2616 . 1162 . 3071 Q25 13.1245 6.0017 . 2598 . 0936 . 3134 
Reliability Coefficients 5 items 
Alpha = . 4065 
Standardised item alpha = . 4129 
Type A Alpha. 4896 Standardised Item alpha . 4867 
Type B Alpha . 2951 Standardised Item alpha . 2824 
Type C Alpha. 6346 Standardised Item alpha . 6377 
Type D Alpha . 6765 Standardised Item alpha . 6925 
Type E Alpha. 4065 Standardised Item alpha . 4120 
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Table Sex by age 
All persons Great Brkaln: 2000 
Age Males Females' se (000s) =100% Unweighted sample 
0-4 % 52 48 3477 1267 
5-15 % 50 50 8182 2917 
16-19 % 53 47 2785 866 
20-24 % 50 50 3406 1004 
25-29 0k 52 48 3819 1148 
30-34 % 48 52 4338 1373 
35-39 0/0 52 48 4642 1497 
40-44 0/0 51 49 4331 1375 
45-49 % 48 52 3711 1292 
50-54 % 50 50 3803 1327 
55-59 % 51 49 3134 1109 
60-64 % 50 50 2872 1075 
65-69 % 45 55 2578 919 
70-74 % 49 51 2141 753 
75 and over % 38 62 3888 1344 
Total % 49 51 57106 19266 
Sex by age 
Table Percentage living alone, by age and sex 
All persons aged 16 and over Great Britain: 2000 
Percentage who lived alone 
Men Women Total 
16-24 6 4 5 
25-44 17 7 12 
45-64 16 15 16 
65-74 19 37 29 
75 and over 33 60 50 
All aged 16 and over 16 18 17 
All persons* 13 14 14 
Weighted bases (000's) =100% 
16-24 3161 3030 6191 
25-44 8707 8423 17130 
45-64 6703 6817 13519 
65-74 2200 2518 4719 
75 and over 1460 2429 3888 
A/I aged 16 and over 22230 23216 45447 
All persons* 28134 28973 57106 
Unweighted sample 
16-24 932 938 1870 
25-44 2544 2849 5393 
45-64 2361 2442 4803 
65-74 806 866 1672 
75 and over 549 795 1344 
All aged 16 and over 7192 7890 15082 
All persons* 9322 9944 19266 
* Including children 
r 
percent living alone 
Table Household type: 1971 to 2000 
(a) Househdds and (b) Persons Great Wta/n 
Household type Unweighted Weighted 
1971 1975 1981 1985 1991 1993 1995 1996 1998 1998 2000 
Percentage of households of each type 
(a) Households % % % % % % % % % % % 
1 adult aged 16-59 5 6 7 8 10 10 12 11 13 15 16 
2 adults aged 16-59 14 14 13 15 16 16 17 15 16 16 17 
Youngest person aged 0-4 18 15 13 13 14 14 13 13 13 12 11 
Youngest person aged 5-15 21 22 22 18 16 16 16 17 16 16 15 
3 or more adults 13 11 13 12 12 11 10 11 9 10 10 
2 adults, 1 or both aged 60 or over 17 17 17 17 16 17 16 16 17 15 15 
1 adult aged 60 or over 12 15 15 16 16 17 15 16 16 15 16 
WeFghted base (000s) -100%* 24450 24845 
Unwelghted sample* 11934 12090 12006 9993 9955 9852 9758 9158 8636 8221 
Percentage of persons in each type of household 
(b) Persons % %% % % % % % % % % 
1 adult aged 16-59 2 23 3 4 4 5 5 5 7 7 
2 adults aged 16-59 10 10 10 12 13 13 14 13 14 14 14 
Youngest person aged 0-4 27 23 21 21 22 22 20 21 21 19 19 
Youngest person aged 5-15 31 34 * 33 28 25 25 26 27 25 26 25 
3 or more adults 15 13 16 17 16 15 15 15 13 15 15 
2 adults, 1 or both aged 60 or over 11 12 12 13 13 14 14 13 14 13 13 
1 adult aged 60 or over 4 56 6 7 7 6 7 7 7 7 
Weighted base (000s) -100%* 56751 57106 
Unwefghted sample* 34720 33561 32410 25555 24657 24079 23385 22274 20396 19266 
Household types 
Table Usual gross weekly household income by family type 
Families with dependent children' Great 8dtein: 2000 
Family type Usual gross weekly household income Weighted Un elghted 
base sample 
£0.01- £100.01- £150.01- £200.01- £250.01- £300.01- £350.01- £400.01- £450.01- £500.01 (000, S). 
£100.00 £150.00 £200.00 9250.00 9300.00 £350.00 £400.00 £450.00 £500.00 and over 10096t 
Married couple % 6 433 3 5 5 6 5 58 3474 1373 
Cohabiting couple % 9 656 3 9 8 4 8 43 653 218 
Lone mother % 20 26 13 8 6 6 6 2 2 10 1549 564 
Single % 31 27 15 6 6 2 4 1 0 8 726 259 
Divorced % 11 24 10 10 10 10 6 1 3 15 459 172 
Separated % 13 26 15 8 2 8 11 5 3 9 315 115 
Lone father % 16 18 43676 12 10 19 213 60 
All lone parents" % 20 25 12 766633 11 1762 624 
" Deprd. M cfdldun an pow a order 16, or aped 16.10 aM In NFöme tlucatbn, M the" a' and Whg In the )x* ie 1. 
t seem dckude cams where come N not known 
kidWas a few casn of Wdo ed km motors 
f 
Gross family income 
Table Household size: 1971 to 2000 
(a) Households and (b) Persons Greet Britain 
Number of persons in household 
(all ages) 
Unweighted 
1971 1975 1981 1985 1991 1993 1995 1996 1998 
Weighted 
1998 2000 
Percentage of households of each size 
(a) Households % % % % % % % % % % % 
1 17 20 22 24 26 27 28 27 29 31 32 
2 31 32 31 33 34 35 35 34 36 34 34 
3 19 18 17 17 17 16 16 16 15 16 15 
4 18 17 18 17 16 15 15 15 14 14 13 
5 8 8 7 6 6 5 5 5 5 4 5 
6ormore 6 5 4 2 2 2 2 2 2 2 2 
Weighted base (000's) -10096 29950 24845 
Unweighted sample' 11988 12097 12006 9993 9955 9852 9758 9158 8636 8221 
Average (mean) household size 2.91 2.78 2.70 2.56 2.48 2.44 2.40 2.43 2.36 2.32 2.30 
(b) Persons %%%%%%%%%%% 
1 6 7 8 10 11 11 12 11 12 13 14 
2 22 23 23 26 27 28 29 28 30 30 30 
3 20 19 19 20 20 19 20 20 19 20 20 
4 25 25 27 27 25 25 24 25 24 23 22 
5 15 14 14 12 11 10 10 10 10 9 10 
6 or more 13 11 9 6 5 6 5 6 5 4 5 
Weighted base (000Y} =100%* 56751 57106 
Unwe/ghted camp/e" 34849 33579 32410 25555 24657 24079 23385 22274 20396 19266 
*Trend tables show unweighted and weighted flpures for 1998 to allow direct compadson between 1998 and 2000 and to give an indication of the effect of the weighting. For 
the weighted data (1998 and 2000) the weighted bane (000's) Is the base for percentages. Unweghted data (up to 1998) am-bared on the unweighted-sample. 
Household size 
Table Sodo-economic group based on own current or last job by sex: 1975 to 2000 
All persons aged 16 and over Great Britain 
Soda-economic group* Unweighted Weighted 
1975 1981 1985 1991 1993 1995 1996 1998 1998 2000 
Men 
Professional 5 4 6 7 7 7 6 9 8 8 
Employers and managers 15 15 19 19 20 21 22 21 20 21 
Intermediate and junior 
non-manual 17 17 17 17 17 17 17 19 19 19 
Skilled manual and own 
account non-professional 41 41 37 38 37 35 35 32 33 33 
Semi-skilled manual and 
personal service 17 18 16 14 14 15 15 14 15 14 
Unskilled manual 5 5 5 5 4 4 5 5 5 5 
Weighted base (000's) -100%t 20129 20675 
t*vwlghtedsample t 10902 10880 8787 8596 8089 8004 7573 6983 6739 
Women 
Professional 1 1 1 1 2 2 2 2 2 3 
Employers and managers 4 5 7 9 10 10 9 11 11 12 
Intermediate and junior 
non-manual 46 46 48 48 49 49 50 50 50 50 
Skilled manual and own 
account non-professional 9 9 9 9 8 8 9 8 8 7 
Semi-skilled manual and 
personal service 31 29 27 22 22 22 23 22 22 21 
Unskilled manual 9 10 7 11 10 8 B 8 8 8 
Weighted base (000s) -100%t 20740 20991 
Unweighted samp/et 11799 11743 9439 9254 9009 8720 8137 7543 7170 
% % % % % % % % % 
Total 
Professional 3 2 3 4 4 4 4 5 5 5 
Employers and managers 9 9 13 14 15 15 15 16 16 16 
Intermediate and junior 
non-manual 32 32 33 33 34 34 34 35 34 35 
Skilled manual and own 
account non-professional 24 24 23 23 22 21 21 19 20 20 
Semi-skilled manual and 
personal service 24 24 22 18 18 19 19 18 18 18 
Unskilled manual 7 8 6 8 7 6 6 6 6 6 
Weighted base (000's) -100%t 40869 41667 
Unwelghted samp/et 22701 22523 18226 17850 17098 16724 15710 14526 1.3909 
" The socbrccnoma group shown is based on ft Informants own lob (w bat job i not n . mpbvment). Excluding those m ft Armed Forces and any who have never worked 
4 Sea to footnote to Table 3.1 
Socio economic group and Employment 
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Appendix 
Frequencies demographics and stays in hotel survey one 
Gender 
Frequency Percent 
Valid 
Percent 
Cumulative 
Percent 
Valid Male 198 41.3 41.4 41.4 
Female 280 58.3 58.6 100.0 
Total 478 99.6 100.0 
Missing System 2 .4 
Total 480 100.0 
Status 
Frequency Percent 
Valid 
Percent 
Cumulative 
Percent 
Valid Married 374 77.9 79.1 79.1 
Single 99 20.6 20.9 100.0 
Total 473 98.5 100.0 
Missing System 7 1.5 
Total 480 100.0 
Number in Household 
Frequency Percent 
Valid 
Percent 
Cumulative 
Percent 
Valid 1.0 101 21.0 21.5 21.5 
2.0 190 39.6 40.4 61.9 
3.0 60 12.5 12.8 74.7 
4.0 74 15.4 15.7 90.4 
5.0 27 5.6 5.7 96.2 
6.0 17 3.5 3.6 99.8 
7.0 1 .2 .2 100.0 
Total 470 97.9 100.0 
Missing System 10 2.1 
Total 480 100.0 
DEMOGRAPHICS 1 
Age 
Frequency Percent 
Valid 
Percent 
Cumulative 
Percent 
Valid Under 20 7 1.5 1.5 1.5 
20 UNDER 30 48 10.0 10.0 11.5 
30 UNDER 40 90 18.8 18.8 30.3 
40 UNDER 50 91 19.0 19.0 49.4 
50 UNDER 60 98 20.4 20.5 69.9 
OVER 60 138 28.8 28.9 98.7 
7.0 6 1.3 1.3 100.0 
Total 478 99.6 100.0 
Missing System 2 .4 
Total 480 100.0 
Employment 
Fre uenc Percent 
Valid 
Percent 
Cumulative 
Percent 
Valid Full time 185 38.5 39.4 39.4 
Part time 50 10.4 10.6 50.0 
Not employed 20 4.2 4.3 54.3 
Business owner 48 10.0 10.2 64.5 
Student 8 1.7 1.7 66.2 
Housewife 35 7.3 7.4 73.6 
Retired 124 25.8 26.4 100.0 
Total 470 97.9 100.0 
Missing System 10 2.1 
Total 480 100.0 
Salary 
Frequency Percent 
Valid 
Percent 
Cumulative 
Percent 
Valid Under £10,000 106 22.1 29.0 29.0 
£10,000 and 125 26 0 34.2 63.3 
under £20,000 . 
£20,000 and 73 15.2 20.0 83.3 
under £30,000 
£30.000 and 31 5 6 8 5 91.8 
under £40,000 . . 
£40,000 and 10 2.1 2.7 94.5 
under £50,000 
Over £50,000 20 4.2 5.5 100.0 
Total 365 76.0 100.0 
Missing System 115 24.0 
Total 480 100.0 
DEMOGRAPHICS 2 
Job Title 
Frequency Percent 
Valid 
Percent 
Cumulative 
Percent 
Valid Senior Mgt/Professional 98 20.4 35.1 35.1 
Clerical/Secretarial 56 11.7 20.1 55.2 
Supervisor 11 2.3 3.9 59.1 
Personal service 27 6 5 9 7 68 8 
employee . . . 
Mgt Executive 32 6.7 11.5 80.3 
Non-manual 9 1.9 3.2 83.5 
Skilled Trade/Craft 27 5.6 9.7 93.2 
Technical worket 12 2.5 4.3 97.5 
Manual worker 7 1.5 2.5 100.0 
Total 279 58.1 100.0 
Missing System 201 41.9 
Total 480 100.0 
stayed in hotel 
Statistics 
Stayed in Number Purpose 
Hotel of times of stsy 
N Valid 475 283 284 
Missing 5 197 196 
Number of times 
Freuen Percent 
Valid 
Percent 
Cumulative 
Percent 
Valid 1.0 90 18.8 31.8 31.8 
2.0 70 14.6 24.7 56.5 
3.0 46 9.6 16.3 72.8 
4.0 23 4.8 8.1 80.9 
5.0 14 2.9 4.9 85.9 
6.0 9 1.9 3.2 89.0 
7.0 5 1.0 1.8 90.8 
8.0 5 1.0 1.8 92.6 
10.0 7 1.5 2.5 95.1 
12.0 5 1.0 1.8 96.8 
15.0 2 .4 .7 97.5 
20.0 2 .4 .7 98.2 
30.0 1 .2 .4 98.6 
50.0 2 .4 .7 99.3 
60.0 1 .2 .4 99.6 
100.0 1 .2 .4 100.0 
Total 283 59.0 100.0 
Missing System 197 41.0 
Total 480 100.0 
DEMOGRAPHICS 3 
Purpose of stay 
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Business 73 15.2 25.7 25.7 
Leisure 198 41.3 69.7 95.4 
Others 13 2.7 4.6 100.0 
Total 284 59.2 100.0 
Missing System 196 40.8 
Total 480 100.0 
DEMOGRAPHICS 4 
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Frequencies questions 17-40 survey two 
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Amount paid for a holiday 
Appendix 
Amount paid for holiday taken from survey two 
Q 41 Approximately how much would you expect to pay per person on a 
holiday? Cost in £ indicated. 
r £600 -£ 800 
Under £100 
i £100 per day £1000 
r £500 + not including spending money. £1000 if so. 
> From £50 to £ 1000 
It depends on the length of the holiday. 
i E300-E400 
> Varies greatly. 
Your question ought to specify a time period -a week used in answer £750 
Varies enormously 
¢ £700 + expenses 
"r Depends where and how. 
Per week including flights etc £500 
> Varies according to the holiday 
ýi- £400 short break up to £3000 for two weeks 
No idea 
Little as possible more on what to do when I'm there. 
Depends on type of holiday £300 UK - £1000 abroad 
r E300-E500 
Never go away cannot afford to. 
Depends how long the holiday was for, where it was to, what was involved 
in the holiday, etc. etc. 
Depends whether in GB £200 or outside £500 
£1000 per 2 weeks 
r As little as possible (single parent) 
r Depends on what I want 
r Depend where I travel to, could be £500 -£1000 for ten days. 
£200 excluding food. 
One comment was made on the travel element. As follows; We recently 
took 8'/z hours by coach to Eastbourne with Wallace Arnold and 9'/z back. 
Appendix 17 
Crosstabulation and demographics from survey two for model 
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Appendix 
Crosstabulation four styles of purchasing and demographics 
MF1 are the Careful budget conscious 
MFI * Gender Crosstabulation 
Count 
Gender 
Male Female Total 
MFI 1.50 2 2 4 
1.75 1 1 2 
2.00 2 5 7 
2.25 5 5 
2.50 5 5 10 
2.75 4 5 9 
3.00 9 15 24 
3.25 8 22 30 
3.33 1 1 2 
3,50 16 23 39 
3.67 2 2 
3.75 35 36 71 
4.00 41 73 114 
4.25 18 35 53 
4.50 16 23 39 
4.67 1 1 
4.75 17 19 36 
5.00 16 14 30 
Total 198 280 478 
MFI * Status Crosstabulation 
Count 
Status 
Married Single Total 
MF1 1.50 4 4 
1.75 2 2 
2.00 4 3 7 
2.25 5 5 
2.50 7 3 10 
2.75 6 3 9 
3.00 19 5 24 
3.25 25 5 30 
3.33 2 2 
3.50 26 13 39 
3.67 1 1 2 
3.75 57 14 71 
4.00 87 27 114 
4.25 44 8 52 
4.50 30 6 36 
4.67 1 1 
4.75 32 4 36 
5.00 22 7 29 
Total 374 99 473 
MFI * Age Crosstabulation 
Count 
A e 
Under 20 20 UNDER 30 30 UNDER 40 40 UNDER 50 50 UNDER 60 OVER 60 Total 
MF1 1.50 3 1 4 
1.75 1 1 2 
2.00 3 3 1 7 
2.25 1 1 3 5 
2.50 3 2 2 2 1 10 
2.75 1 1 2 2 1 2 9 
3.00 4 5 4 6 5 24 
3.25 1 2 5 10 4 8 30 
3.33 1 1 2 
3.50 1 3 7 3 12 13 39 
3.67 2 2 
3.75 2 7 14 24 11 13 71 
4.00 1 11 22 16 25 39 114 
4.25 3 10 8 15 17 53 
4.50 4 9 6 6 14 39 
4.67 1 1 
4.75 2 6 11 5 12 36 
5.00 4 4 4 6 12 30 
Total 7 48 90 91 98 144 478 
MFI " Employment Crosstabulation 
Count 
Employment 
Business 
Full time Part time Not emplo ed owner Student Housewife Retired Total 
MFI 1.50 1 1 1 1 4 
1.75 1 1 2 
2.00 4 1 1 1 7 
2.25 1 1 1 2 5 
2.50 8 1 1 10 
2.75 3 2 1 1 2 9 
3.00 11 1 2 3 1 5 23 
3.25 11 4 1 5 3 5 29 
3.33 1 1 2 
3.50 20 2 4 1 2 9 38 
3.67 2 2 
3.75 30 7 6 5 2 5 15 70 
4.00 33 12 5 11 4 13 35 113 
4.25 17 5 2 6 5 17 52 
4.50 17 4 3 1 3 10 38 
4.67 1 1 
4.75 16 6 3 2 8 35 
5.00 11 3 2 3 1 10 30 
Total 185 50 20 48 8 35 124 470 
MFI " Job Title Crosstabulation 
Count 
Job Title 
Senior Personal 
MgIProfe ClerieaUS service Skilled Technical Manual 
esional ecretarial Su Msor employee Mgt Executive Non-manual Trade/Craft worket worker Total 
M11.50 1 1 1 3 
1.75 1 1 2 
2.00 2 1 2 1 6 
2.25 2 2 
2.50 5 1 3 1 10 
2.75 2 1 1 1 1 6 
3.00 6 4 3 1 1 15 
3.25 7 5 1 2 1 2 1 19 
3.33 1 1 
3.50 9 2 3 2 1 1 5 1 24 
3.75 17 12 1 6 3 2 1 2 1 45 
4.00 18 7 2 10 6 2 5 2 2 54 
4.25 8 7 1 2 3 1 4 1 27 
4.50 5 5 2 4 1 5 2 24 
4.75 9 5 1 2 2 1 2 2 24 
5.00 6 4 1 2 1 1 1 1 17 
Total 98 56 11 27 32 9 27 12 7 279 
MF1' Salary Crosstabulatlon 
Count 
Sa la 
£10,000 £20,000 £30.000 £40,000 
Under and under and under and under and under 
£10 000 £20,000 C301000 £40,000 £50 000 Over £50,000 Total 
MF1 1.50 1 1 1 3 
1.75 1 1 2 
2.00 2 2 1 1 6 
2.25 1 1 2 4 
2.50 1 4 4 1 10 
2.75 2 1 3 1 7 
3.00 5 6 5 4 1 1 22 
3.25 4 6 3 3 4 20 
3.33 1 1 2 
3.50 6 12 7 1 1 27 
3.67 2 2 
3.75 11 22 11 6 3 2 55 
4.00 31 28 10 5 2 6 82 
4.25 16 11 8 3 1 39 
4.50 10 12 8 1 31 
4.75 8 10 4 5 1 2 30 
5.00 7 5 8 3 2 23 
Total 106 125 73 31 10 20 365 
MF1'rwmeratk.. ueI *. bU .. 
10 20 so 40 so no 7o to 1ao 1x0 1so 200 300 soo noo tooo ToM 
175 1 1 
200 1 1 2 
12! 1 2 1 4 
250 2 s 1 e 
2.75 2 1 
300 10 1 2 1 1 1 1 17 
125 a 10 2 1 1 1 1 22 
3.33 1 1 
350 7 3 p 1 1 1 1 1 1 22 
387 1 1 
375 11 12 a 3 1 4 1 2 1 1 1 44 
+. 00 22 1e 7 11 4 2 1 1 1 1 1 so 
425 5 4 a 2 1 27 
450 a 2 4 1 1 1 1 1 1 17 
467 1 1 
4.75 11 3 a 3 1 24 
pop 3 a 2 3 1 2 17 
Tetal 90 70 46 23 14 9 5 ! 7 9 2 7 t 2 1 1 2L3 
MF1 ` Purpose of stay Crosstabulation 
Count 
Purpose of stay 
Business Leisure Others Total 
MF1 1.50 3 3 
1.75 1 1 
2.00 2 2 
2.25 4 4 
2.50 4 2 6 
2.75 2 2 1 5 
3.00 4 12 1 17 
3.25 5 17 22 
3.33 1 1 
3.50 8 13 1 22 
3.67 1 1 
3.75 10 32 2 44 
4.00 12 52 5 69 
4.25 7 19 1 27 
4.50 8 10 18 
4.67 1 1 
4.75 10 13 1 24 
5.00 3 13 1 17 
Total 73 198 13 284 
Appendix I Crosstabulation MF2 demographics and staying in a hotel 
MF2 are Impulsive without concern casual purchasing 
MF2 * Gender Crosstabulaäon 
Count 
Gender 
Male Female Total 
MF2 1.20 1 1 
1.40 1 1 
1.60 2 2 
1.80 12 8 20 
2.00 12 7' 19 
2.20 18 24 42 
2.33 1 1 
2.40 29 35 64 
2.50 1 1 
2.60 23 36 59 
2.67 1 1 
2.75 1 1 
2.80 24 37 61 
3.00 22 39 61 
3.20 26 31 57 
3.40 15 23 33 
3.60 9 22 31 
3.75 1 1 
3.80 4 8 12 
4.00 3 3 
4.20 1 1 2 
Total 198 280 478 
iv , 
MF2' Status Crosstabulation 
Count 
Status 
Married Single Total 
MF2 1.20 1 1 
1.40 1 1 
1.60 1 1 2 
1.80 16 4 20 
2.00 12 7 19 
2.20 36 5 41 
2.33 1 1 
2.40 48 15 63 
2.50 1 1 
2.60 46 12 58 
2.67 1 1 
2.75 1 1 
2.80 49 12 61 
3.00 42 19 61 
3.20 53 4 57 
3.40 32 6 38 
3.60 20 11 31 
3.75 1 1 
3.80 10 10 
4.00 2 1 3 
4.20 2 2 
Total 374 99 473 
Count 
MF2 * Age Crosstabulation 
Ae 
Under20 20 UNDER 30 30 UNDER 40 40 UNDER 50 50 UNDER 60 OVER 60 Total 
M F2 1.20 1 1 
1.40 1 1 
1.60 1 1 2 
1.80 2 2 3 13 20 
2.00 1 2 2 14 19 
2.20 2 6 9 13 12 42 
2.33 1 1 
2.40 1 5 10 10 15 23 64 
2.50 1 1 
2.60 1 6 8 11 17 16 59 
2.67 1 1 
2.75 1 1 
2.80 3 10 18 9 23 61 
3.00 1 7 11 15 13 15 62 
3.20 1 7 20 9 11 9 57 
3.40 2 8 7 8 8 5 38 
3.60 5 9 7 4 5 30 
3.75 1 1 
3.80 1 2 4 1 4 12 
4.00 2 1 3 
4.20 1 1 2 
Total 7 48 90 91 98 144 478 
A 
MF2 * Job Titte Crosstabuladon 
Count 
Job Title 
Senior Personal 
Mgt/Profe Clericals service Skilled Technical Manual 
ssional ecretarial Supervisor employ ee M Executive Non-manual Trade/Craft worket worker Total 
MF2 1.20 1 1 
1.40 1 1 
1.8D 3 1 2 1 2 1 10 
2.00 3 3 1 1 1 9 
2.20 6 5 2 2 1 2 18 
2.33 1 1 
2.40 9 9 1 5 2 3 1 3 33 
2.60 11 7 1 4 3 6 1 1 34 
2.80 16 8 1 2 4 1 2 1 35 
3.00 14 9 2 4 3 2 5 3 42 
3.20 15 7 2 1 4 6 2 37 
3.40 12 4 2 1 8 2 2 1 30 
3.60 7 3 1 4 1 2 1 19 
3.80 1 2 1 1 5 
4.00 1 1 2 
4.20 1 1 2 
Total 98 56 11 27 32 9 27 12 7 279 
MF2 * Salary Crosstabulatfon 
Count 
SaIa 
£10,000 £20,000 £30.000 £40,000 
Under and under and under and under and under 
V0,000 f20,000 C30,000 E40,000 E50,000 Over C50,000 Total 
MF2 1.20 1 1 
1.40 1 1 
1.60 1 1 
1.80 7 4 1 1 13 
2.00 4 6 3 1 1 15 
2.20 10 10 5 4 1 30 
2.33 1 1 
2.40 17 13 8 5 2 2 47 
2.60 15 16 8 1 5 45 
2.67 1 1 
2.80 8 17 11 5 2 2 45 
3.00 14 20 14 3 2 53 
3.20 8 20 8 5 2 3 46 
3.40 6 9 6 5 1 1 30 
3.60 9 5 6 1 3 24 
3.80 5 1 1 1 8 
4.00 1 1 2 
4.20 1 1 2 
Total 106 125 73 31 10 20 365 
VI 
MF2 * Stayed in Hotel Crosstabulation 
Count 
Stayed i n Hotel 
yes No Total 
MF2 1.20 1 1 
1.40 1 1 
1.60 1 1 
1.80 8 12 20 
2.00 10 9 19 
2.20 19 22 41 
2.33 1 1 
2.40 40 23 63 
2.50 1 1 
2.60 30 29 59 
2.67 1 1 
2.80 41 20 61 
3.00 38 24 62 
3.20 35 22 57 
3.40 25 13 38 
3.60 21 10 31 
3.75 1 1 
3.80 6 6 12 
4.00 1 2 3 
4.20 2 2 
Total 280 195 475 
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vii A 
MF2 * Purpose of stay Crosstabulation 
Count 
Purpose of stay 
Business Leisure Others Total 
MF2 1.40 1 1 
1.60 1 1 
1.80 2 6 8 
2.00 5 6 11 
2.20 3 16 19 
2.33 1 1 
2.40 13 26 2 41 
2.60 3 22 5 30 
2.67 1 1 
2.80 10 30 2 42 
3.00 7 31 38 
3.20 10 24 2 36 
3.40 9 15 1 25 
3.60 8 13 21 
3.80 1 4 1 6 
4.00 1 1 
4.20 2 2 
Total 73 198 13 284 
Appendix 3 Crosstabulation and MF3demographics and staying in hotel 
MF3 are Parsimonious frugal 
MF3" Gender Crosstabulation 
Count 
Gen der 
Male Female Total 
MF3 1.00 1 1 
1.25 1 1 
1.50 1 1 
1.75 2 1 3 
2.00 7 3 10 
2.25 9 10 19 
2.33 1 1 
2.50 13 9 22 
2.75 20 21 41 
3.00 35 28 63 
3.25 28 42 70 
3.50 24 41 65 
3.67 2 2 4 
3.75 21 30 51 
4.00 12 46 58 
4.25 10 24 34 
4.50 9 13 22 
4.75 6 6 
5.00 3 3 6 
Total 198 280 478 
viii A 
MF3 * Status Crosstabulation 
Count 
Stat us 
Married Sin le Total 
MF3 1.00 1 1 
1.25 1 1 
1.50 1 1 
1.75 2 1 3 
2.00 7 2 9 
2.25 15 4 19 
2.33 1 1 
2.50 18 4 22 
2.75 31 10 41 
3.00 56 7 63 
3.25 53 17 70 
3.50 51 14 65 
3.67 3 1 4 
3.75 42 9 51 
4.00 40 18 58 
4.25 26 5 31 
4.50 18 3 21 
4.75 4 2 6 
5.00 5 1 6 
Total 374 99 473 
MF3 * Age Crosstabulation 
Count 
Ae 
Under 20 20 UNDER 30 30 UNDER 40 40 UNDER 50 50 UNDER 80 OVER 60 To1bI 
F 1. 1 1 
1.25 1 1 
1.50 1 1 
1.75 1 1 1 3 
2.00 3 1 2 4 10 
2.25 6 2 4 5 2 19 
2.33 1 1 
2.50 1 2 10 3 3 3 22 
2.75 1 7 10 11 12 41 
3.00 1 4 12 14 12 20 63 
3.25 1 5 15 16 18 17 70 
3.33 1 1 
3.50 9 13 10 11 21 64 
3.67 1 1 1 1 4 
3.75 3 6 4 11 13 14 51 
4.00 8 12 4 10 24 58 
4.25 1 3 5 9 5 11 34 
4.50 1 3 6 4 8 22 
4.75 1 1 2 2 6 
5.00 2 1 3 6 
Total 7 48 90 91 98 144 478 
ix, 
courl 
MF3 * Job Title Crosstabulatfon 
Job Title 
Senior Personal 
Mgi/Profe Clericals service Skilled Technical Manual 
t: slanal eeretarial Supervisor em mcrt Executive Non-manual Trade/Craft werket worker Total 
MF3 1.00 1 1 
1.25 1 1 
1.50 1 1 
1.75 1 2 3 
2.00 2 1 1 4 
2.25 11 3 2 1 17 
2.33 1 1 
2.50 10 1 1 3 1 1 17 
2.75 14 3 6 3 1 27 
3.00 13 9 1 6 3 3 2 1 40 
326 20 8 4 9 5 1 1 1 49 
3.50 6 10 3 4 1 5 2 31 
3.67 1 1 2 
3.75 9 8 1 4 3 1 4 30 
4.00 4 6 4 2 1 4 1 3 25 
4.25 4 4 1 3 2 1 1 16 
4.50 1 2 1 1 1 2 1 1 10 
4.75 1 1 2 
5.00 1 1 2 
Total 98 56 11 27 32 9 27 12 7 279 
MF3 " Salary Crosstabulaton 
Count 
S ala 
£10,000 £20.000 £30.000 £40,000 
Under and under and under and under and under 
£10,000 £20000 £30000 £40000 £50000 Over £50,000 Total 
MF3 1.00 1 1 
1.25 1 1 
1.50 1 1 
1.75 1 1 1 3 
2.00 2 3 1 1 1 8 
2.25 1 4 5 2 2 14 
2.33 1 1 
250 3 2 5 5 1 3 19 
2.75 6 11 12 2 5 36 
3.00 14 22 8 7 3 1 55 
3.25 7 22 14 6 1 3 53 
3.33 1 1 
3.50 18 19 6 3 3 47 
3.67 2 1 3 
3.75 13 17 10 2 42 
4.00 21 10 6 1 38 
4.25 13 5 2 2 1 23 
4.50 5 5 3 1 14 
4.75 2 2 
5.00 2 1 3 
Total 106 125 73 31 10 20 365 
X 
MF3 * Stayed In Hotel Crosstabulation 
Count 
Stayed i n Hotel 
yes No Total 
MF3 1.00 1 1 
1.25 1 1 
1.50 1 1 
1.75 2 1 3 
2.00 9 1 10 
2.25 15 4 19 
2.33 1 1 
2.50 17 5 22 
2.75 31 10 41 
3.00 40 23 63 
3.25 46 23 69 
3.33 1 1 
3.50 30 33 63 
3.67 2 2 4 
3.75 29 22 51 
4.00 28 29 57 
4.25 12 22 34 
4.50 10 12 22 
4.75 2 4 6 
5.00 3 3 6 
Total 280 195 475 
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XI 
MF3 * Purpose of stay Crosstabulation 
Count 
Purpose of stay 
Business Leisure Others Total 
MF3 1.00 1 1 
1.50 1 1 
1.75 2 2 
2.00 2 7 9 
2.25 6 9 15 
2.33 1 1 
2.50 8 9 17 
2.75 9 24 33 
3.00 12 26 2 40 
3.25 10 35 2 47 
3.33 1 1 
3.50 6 23 1 30 
3.67 2 2 
3.75 7 21 1 29 
4.00 3 20 6 29 
4.25 3 8 1 12 
4.50 4 6 10 
4.75 2 2 
5.00 3 3 
Total 73 198 13 284 
Appendix 2 Crosstabulation MF4 demographics and staying in a hotel 
Mf4 are Calculated weighting. 
MF4 * Gender Crosstabulation 
Count 
Gender 
Male Female Total 
MF4 1.33 2 1 3 
1.67 1 1 
2.00 5 2 7 
2.33 4 7 11 
2.50 1 1 
2.67 7 30 37 
3.00 44 51 95 
3.33 64 103 167 
3.50 1 3 4 
3.67 43 47 90 
4.00 23 20 43 
4.33 4 6 10 
4.67 1 4 5 
5.00 4 4 
Total 198 280 478 
XI 
MF4 * Status Crosstabulation 
Count 
Sta tus 
Married Single Total 
M F4 1.33 3 3 
1.67 1 1 
2.00 2 5 7 
2.33 8 3 11 
2.50 1 1 
2.67 28 9 37 
3.00 77 18 95 
3.33 129 38 167 
3.50 2 2 4 
3.67 75 12 87 
4.00 35 7 42 
4.33 10 10 
4.67 4 4 
5.00 4 4 
Total 374 99 473 
MF4 " Age Crosstabulation 
Ceuinf 
Ae 
Under 20 2O UNDER 30 3O UNDER 40 40 UNDER 50 50 UNDER 60 OVER 60 Total 
MF4 1.33 1 1 1 3 
1.67 1 1 
2.00 3 2 1 1 7 
2.33 3 2 2 2 2 11 
2.50 1 1 
2.67 1 4 8 7 8 9 37 
3.00 12 19 19 16 30 96 
3.33 4 15 32 28 34 54 167 
3.50 1 1 2 4 
3.67 2 11 12 19 20 25 89 
4.00 3 10 7 10 13 43 
4.33 2 3 3 2 10 
4.67 1 4 5 
5.00 3 1 4 
Total 7 48 90 91 98 144 478 
MF4 * Employment Crosstabulation 
P- M 
E mployment 
Business 
Full time Part time Not em ed owner Student Housewife Retired Total 
MF4 1.33 1 2 3 
1.67 1 1 
2.00 5 1 1 7 
2.33 5 2 1 1 2 11 
2.50 1 1 
2.67 15 6 2 2 1 3 7 36 
3.00 41 6 5 13 1 6 22 94 
3.33 63 18 7 12 3 14 47 164 
3.50 2 2 4 
3.67 30 12 3 10 2 7 24 88 
4.00 16 5 2 8 1 10 42 
4.33 3 1 1 1 2 2 10 
4.67 1 4 5 
5.00 2 1 1 4 
Total 185 50 20 48 8 35 124 470 
xiii 
Count 
MR " Job Tide Cres. tabuMdon 
Job Tine 
Senbr Penoml 
MgtProh CMeuI3 service Sktlled Technical Manual 
. 1100.1 enrehrlel 6u rmer em Mgt E-cLm S Non-mental TntlelCreft amtet worker Total 
MF4 133 1 1 
200 4 2 6 
2.33 2 1 2 3 1 9 
267 10 6 1 3 1 1 2 24 
3.00 21 11 1 6 12 2 6 2 1 60 
333 30 22 8 7 7 3 11 5 2 92 
350 1 1 2 
3.67 19 5 3 9 7 2 a 2 50 
4. OD 11 4 2 1 6 2 1 26 
433 2 1 1 1 5 
467 1 1 
5.00 2 1 3 
Tool 96 56 11 27 32 9 27 12 7 279 
MF4' Salary Crosstabuladon 
Count 
Sata 
£10,000 £20,000 £30.000 £40,000 
Under and under and under and under and under 
£10 000 E20,000 £30 000 C40,000 E50,000 Over E50,000 Total 
MF4 1.33 1 1 2 
1.67 1 1 
2.00 2 2 1 5 
2.33 3 2 2 1 1 9 
2.67 11 7 6 3 1 28 
3.00 17 29 17 6 2 4 75 
3.33 42 39 21 13 3 8 126 
3.50 1 1 2 
3.67 20 25 15 1 3 4 68 
4.00 5 14 7 5 2 2 35 
4.33 1 3 1 1 6 
4.67 3 1 4 
5.00 2 2 4 
Total 108 125 73 31 10 20 365 
MF4 * Stayed In Hotel Crosstabulation 
Count 
Stayed n Hotel 
yes No Total 
MF4 1.33 1 2 3 
1.67 1 1 
2.00 6 .1 7 
2.33 6 5 11 
2.67 19 18 37 
3.00 61 36 97 
3.33 95 69 164 
3.50 1 2 3 
3.67 54 36 90 
4.00 23 20 43 
4.33 8 2 10 
4.67 4 1 5 
5.00 2 2 4 
Total 280 195 475 
XN 
UF4"M. b-d ünwc .. týYfon 
10 20 30 40 00 E0 710 60 100 120 150 200 300 500 500 1000 TOM 
W4 1.33 1 
200 2 1 1 1 1 " 
233 4 1 1 " 
267 7 7 1 1 2 1 1" 
3.00 16 14 10 f 4 2 2 2 2 1 1 1 92 
333 31 23 21 7 5 2 2 3 2 N 
1.10 1 1 
107 17 14 4 4 0 3 1 2 1 1 1 2 N 
4.00 " C " 1 1 1 23 
4.33 3 3 1 1 " 
487 2 1 1 4 
a00 1 1 7 
TMM 90 70 48 2] 14 1 S 5 7 5 2 2 1 2 1 1 291 
MF4 * Purpose of stay Crosstabulation 
Count 
Purpose of stay 
Business Leisure Others Total 
MF4 1.33 1 1 
2.00 4 2 6 
2.33 1 5 6 
2.67 7 12 19 
3.00 19 38 5 62 
3.33 20 72 4 96 
3.50 1 1 
3.67 15 39 1 55 
4.00 5 17 2 24 
4.33 8 8 
4.67 1 2 1 4 
5.00 2 2 
Total 73 198 13 284 
xv 
